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ILVERLITE all-metal reflectors not 
only save you money, but make 
you money. Five reflectors pack in a 


carton | 4!4 inches by 1414 inches by 17 


Silverlite . inches, and weigh 9 pounds. 


vl metal 

reflectors P 

ea: eS : Because of the extension neck each 
aie : Silverlite is equal to three ordinary re- 
adjustabie ; . 
fe thie 4 flectors. For each reflector you carry in 
different 4 

size lamps, stock you have three to sell. You never 

excep 4 

which : j have to allow for breakage. And always 
las 0 3 . 

djustments. : i you can be sure that -you are carrying 


reflectors. the most efficient reflector made. Com- 


every one plete details in Circular 77. Send for it. 
have in 
stock. 


This pile of Silverlite Reflectors contains 140 reflectors stacked 
in a space 5 feet wide, 7% feet high x 14% inches deep. The 
total weight is only 252 pounds. There are never any broken 
Silverlite Reflectors to spoil profits. Every Silverlite is equal 
to three ordinary reflectors, making the assortment to sell 420 
reflectors, or three times as great as the assortment bought. 
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in the same size carton, making 


uniform and conveniest Miprage. ——| 235 Tenth Avenue New York City 
Offices in Principal Cities 
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You can sell a garment as 
merchandise, by draping tt 
upon a tee stand im your 
window, but you can sell 
style, fit, quality and more 
garments by suggesting the 
appeal of any garment upon 
wax figures such as these. 
They are themselves sugges- 
tive of the youth and charm 
of the American girl, and 
fully capable of interpreting 
the spirit and charm of the 
most claborate or simplest 
of dresses. 
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They are easy to dress and provided in a wide range 
of types and poses. Adjustable, interchangeable and 
ine washable, they offer a medium of display that as 
an investment pay for themselves many times over. 


J. R. PALMENBERG’S SONS, Inc. 
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63-65 West 36th Street, New York 


CHICAGO SAN FRANCISCO BOSTON 
204 W. Jackson Bivd. 11 First Street 26 Kingston Street 
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IN THIS ISSUE 


Never before has an issue 
of The DISPLAY WORLD 
contained such a wide range 
of authoritative material on 
the subject of display. Dis- 
playmen, retailers and national 
advertisers alike will find a 
careful perusal of the two con- 
vention reports worth while. 
On the one hand we are able 
to report the deliberations of 
the Pacific Coast Association 
of Display Men, meeting on 
the brink of the Pacific at 
Seattle, while, on the other 
hand, we review the sessions 
of the Window Display Ad- 
vertising Association, meeting 
on the Atlantic coast at New 
York City, and they are chock- 
ful of discussions of display 
problems as concern the crafts- 
man, the producer and the 
advertiser. ; 

Lee H. Bristol, president-" 
elect, Window Display Adver- 
tising Association, tells some 
interesting facts regarding the 
dealer’s use of display helps 
furnished by the national ad- 
vertiser in the article entitled, 
“The Retailer’s Attitude on 
Displays,” and offers some 
very valuable suggestions to 
those concerns endeavoring to 
“break into the dealer’s win- 


“Daring Venture in . Display 
Practice” is a report of the enter- 
prise of a-progressive operator of 
haberdashery chain stores, who 
has departed from the orthodox 
in devoting the store’s entire bat- 
tery of show windows to the dis- 
play of a single advertised prod- 
uct. The plan has made good and 
will be the basis of a new display 
program. 

The DISPLAY WORLD’S new 
policy of making each issue no 
less than eighty-four pages in size 
is hardly sufficient to permit of 
the immediate presentation of the 
vast amount of display material 
that reaches its editorial depart- 
ment. Merchants, national adver- 
tisers and displaymen are harking 
to the siren of display accomplish- 
ment, and are themselves putting 
the medium to work as never be- 
fore. Now, if at all, our readers 
should peruse carefully the con- 
tents of each issue. 
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No. 2 Magic Crystal Mirror Block 


The light is thrown from a guaranteed powerful reflector concealed in the tassel at the bottom of the 
mirror blocks. 


A color-wheel with colored glass slides is built in the reflector, which eliminates fading of colots, 
breaking of slides and the trouble with the old style gelatine slides. 


The blocks are made to revolve in opposite directions, giving ‘a more magic effect, not only in color, 
but in design as well. 


The unit is constructed with all ball-bearing moving pasts and motor made especially to stand the 
strain of constant use. 


The Sunburst at the top also revolves and acts as a reflector to throw the light back on the blocks. 


The entire set is hung with cut glass prisms, and blocks are separated by a crystal star, giving a very 
beautiful effect. 


Length over all 68 inches; spread of sunburst 42 inches; large block 12 inches square; small block 8 
inches square; diameter of reflector at bottom 12 inches. 


When ordering state whether direct or alternating current is used. 
Price with reflector complete, ready for using, $450.00 f. 0. b. Chicago. 


‘Ghe Botanical Decorating Co. 


(ESTABLISHED 1896) 
319 to 327 West Van Buren Street 
Chicago, Illinois 
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window publicity through this artifice. 
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Kotex Contest Brings New Display Era 


HEN the Cellucotton Products Company, 
manufacturers of “Kotex,” announced the 
display contest on this product which 
now in progress, retail window advertising 
received an outstanding acknowledgment 

of efficiency. The recognition of productivity which 
this contest affords does not rise from promotion of 
Window con- 
tests are no longer novel. They have long since become 
the trusted stimulators of the most profound merchan- 
dising experts and a part and ‘parcel of many a national 
advertising campaign that finds an outlet through the 
retailer. It remained for Cellucotton Products to defi- 
nitely stamp them as the great powerful trade promo- 
tional movements which the display authorities knew 
them to be. 

This sweeping onslaught on public attention, thrust- 
ing “Kotex’s” message on passers from every corner, is 
calculated to produce far-reaching effects upon con- 
sumer demand. In a tidal wave it drowns out competi- 
tive wares, smashing imitators’ campaigns by its im- 
mensity—imitators who have been capitalizing “Kotex” 
pioneering. 

“Kotex” finds its way to the consumer through 
(department and dry goods stores, through drug stores 
and even the all-embracing ten-cent stores. Its dis- 
tribution is thorough and thoroughly planned. The 
number of dealers who were interested in the “Kotex” 
contest for this reason was enormous, constituting in its 
various divisions a veritable army. 

The Cellucotton Company has capitalized the nu- 
merical strength of this huge organization and the pub- 
licity values of the window frontage which these re- 
tailers control by a campaign for displays which out- 
str'ps all of the recorded contests of the past. Bidding 
for dealer support through generous prizes, the com- 





pany agreed to pay two dollars for every display photo- 
graph submitted and outlined a list of prizes totaling 
$16,000 

When it is realized that the winner of the grand 
prize will be awarded $2,500, the extent of Cellucotton’s 
generosity becomes apparent. Contrasted with the high- 
est offers of their predecessors in display competition, 
their prizes dwarf previous offers, and the care taken 
to insure recognition of the best efforts in the various 
divisions of the retail field handling “Kotex” is equally 
impressive. 

Four huge classifications, each assured 233 prizes, 
constitute the backbone of their plan. Dry goods and 
department stores in cities of more than 50,000 are 
placed in a group by themselves, paralleled by their 
brethren in smaller cities. Drug stores in cities of 
25,000 or more are pitted against each other, while the 
druggists of the smaller communities are pitted against 
each other. In this fashion relative ability and equip- 
ment are matched and handicaps obviated, while the 
inventiveness and initiative of the ‘eaders of each divi- 
sion are stimulated by knowledge that the rewards for 
their efforts are equally pronounced. 


Unwavering interest by displaymen was assured 
through promise of a mass of five and ten dollar prizes, 
rendering it possible for them to secure reasonable com- 
pensation for their efforts if but moderately convincing. 
But spurring them to the fullest expression of display 
technique were thirty-three prizes of $25 or more in 
each group, the highest being $500, with prizes of $300, 
$200 and $100 trailing, and a grand prize of $2,000 

Displaymen who have put off installation of contest 
windows must rush in their photographs; as the prize 
offer expires at midnight October 31. Entry blanks, 
supply sets and other forms of red tape have been 
tabooed. A window photo is the sole requirement. 
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No. 4. Gothic 

Candle Brace— 

58 Inches High; 

Has Practical 

Electric Outlets 
$25 


Bay Tree- 
52 Inches High; $25 
Set of Two, $95 





No. 54. Shadow Box—72 Inches High; $125 





brilliant sparkling attractive 


MIRROR MOSAIC | 
Brings Real Christmas Cheer to Your Windows 


‘Our displays are the most recent and sensational novelty introduced in the display field this year for 
unusual decorations. 


The surface of the object is completely covered with small, specially cut pieces of mirror, laid in any de- 
sired design. The mirror is securely embedded into cements of brilliant or pastel shades of color, and the product 
is entirely handmade. The angling of the mirrors is especially suited to colored lights. One small bit will reflect 
the blue light turned on it; another piece will be colored red until the whole object is an ever-changing kalei- 
doscope of color. It is just as effective in sunlight as it is under artificial light, and will cast back any color that 
comes within its radius. 


Our Products Are Durable in Construction and Beautiful in Finish. 
The Effect Is Stupendous. 


A COMPLETE CHRISTMAS LINE—CATALOGUE ON REQUEST 


Alex 
Hall 
Studios, 
Inc. 


315 W. 47th 
Street 
New York 
City 
Wreath No. 16—36-Inch Diameter, $35 
No. 15—27-Inch Diameter, $17 50 





No. 1. Wreath—27-Inch Diameter, 
Without Holly, $14.50 
Holly Spray, $9.50 Extra 
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A Flashlight View 
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of Diners at the Annual Banquet in the Small Ballroom of the Hotel Pennsylvania 


W.D. A.A. Meet Stabilizes Finances 


Delegates Put Window Adveriismg LDedy on Sound Basis Through 
Crection of Suctaining Fund to;Prov-d2 for Expansion 


EATING down obstacles which for some 
time have held back well-rounded develop- 
ment of its opportunities, the Window 
Display Advertising Association meeting 
for its third annual convention at the Hotel 

Pennsylvania, New York City, October 5-7, paved the 
way for a vigorous organization campaign for 1927. 

The unselfish interest animating the membership 
was made plain in the heroic measures which were 
adopted to put the association on a stable basis. That 
the society has a definite mission and that its sponsors 
are whole-heartedly interested in its promotion to stand- 
ards which will enable it to cope with its opportunities 
was conclusively shown by the events of the opening 
sessions. 

To insure sound direction and promotion during 
1927, delegates approved creation of a sustaining fund 
of not less than $10,000 to provide a full-time paid 
secretary, and then dug into their wallets for subscrip- 
tions to make up this amount. They calmly reviewed 
the association’s shortcomings during the preceding 
year, dissected financial policies and prescribed remedies 
with a speed and confidence that was as marked as the 
enthusiasm of their sessions. 

The same colorful edticational features which have 
distinguished previous conventions were in evidence in 
the 1926 gathering. From the opening session until 
adjournment every effort was made to bring to the dele- 
gates the views of the groups chiefly contributing to 
window display. National advertisers told of their 
efforts to create sales-pulling displays and to secure 
widespread dis.ribution. Lithographers and display 
creators revealed their attempts to put “punch” into 
their products and analyzed the problems surrounding 
placement. Merchants and installation men, advertising 
Managers and agency executives swapped ideas and 
offered advice, while in an adjoining exhibit hall the 


colorful lithographic creations and display advertising 
novelties of nearly fifty manufacturers were on display. 

The capacity for self-examination, which is the test 
of association virility, cropped out in the Tuesday after- 
noon session. The morning gathering had been a pale 
and uninteresting affair, despite the excellence of ad- 
dresses by Ben Nash and Carl Percy. Enthusiasm 
which had carried the body through its first two con- 
ventions had long since been converted into staunch 
determination to “carry on,” and in the afternoon ses- 
sion leaders came to grips with the languidity of the 
movement. Dispirited but not licked, they crashed into 
their problems. Frankly revealing the receding for- 
tunes of the association, Secretary Frederick L. Wertz 
declared that the body must prepare to render a higher 
measure of service and adequately finance its head- 
quarters or confess the -futility of its efforts. The 
shock of his message was far-reaching. Veteran mem- 
bers, spurred by his deliberateness, leaped to their feet 
to pledge their loyalty and to assure support. Frank 
Seaman, of the U. S. Printing and Lithographing Co., 
Brooklyn, N. Y., dramatically pledging the aid of his 
craft, created the first flicker of enthusiasm, fanned to 
greater warmth through an eloquent appeal by Presi- 
dent Joseph M. Kraus. Secretary Wertz gave means 
for expression to this movement: by proposing creation 
of a sustaining fund of not less than $10,000, a measure 
speedily adopted. Subscriptions were called for, and 
within ten minutes over $4,000 had been raised. © It 
seemed for the moment that this was the utmost possi- 
bility of the delegates in attendance, and the session 
adjourned in a somewhat pessimistic mood. 

But the cynics had not reckoned with the infectious . 
enthusiasm of Jos. Deutsch, president, Edwards & 
Deutsch Lithographing Co., Chicago, nor the annual 
banquet. Fired by two splendid addresses on the fine 
points of advertising, the diners heard with approval 
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Secretary Wertz’s outline of the sustaining fund pro- 
posal. A handful of subscriptions was announced and 
interest was abating when Deutsch electrified his hear- 
ers with an impassioned declaration that as an officer 
of the national lithographic body he was committed to 
the support and advancement of window display and 
the association, and for this reason would personally 
subscribe to the sustaining fund. $1,000 he had gained 
on the St. Louis baseball game that afternoon. Then, 
turning to the lithographers in the crowd, he extracted 
pledge after pledge from those heretofore silent, new 
subscriptions from previous subscribers, and added new 
personal subscriptions, and kept enthusiasm at white 
heat until the full $10,000 had been subscribed. 

Mr. Deutsch’s zeal was supported by the unwavering 
determination of Joseph M. Kraus, the outgoing president, 
that the entire ‘fund be raised before conclusion of the ban- 
quet. Both were splendidly supported by Carl Percy, whose 
personal efforts were responsible for subscriptions amount- 
ing to one-fourth of the total contributions. : 

The new administration assumes control with the assur- 
ance that a full-time secretary will be placed in the field 
to handle membership and promotional work, a task here- 
tofore devolved upon Secretary Wertz. This called for in- 
roads upon his time which he was frequently unable to give 
with the result that the business of the association suffered, 
membership interest was not sustained, and retrogression 
began. Under the new regime, Secretary Wertz retains his 
position pending appointment of a salaried and full-time 
executive secretary. - 

The new administration will be headed by Lee H. Bristol, 
advertising manager of the Bristol-Myers Co., New York 
City, as president; Sol Fisher, Fisher Display Service, Chi- 
cago, vice-president, and F. L. Wertz, secretary. The mem- 
bers of the Board of Directors for the ensuing year are: 
Joseph Kraus, A. Stein & Co., Chicago, chairman; A. S. Tur- 
ner, Edison Lamp Works, Harrison, N. J.; C. H. Watson, J. 
Walter Thompson Co., New York; C. G. Munro, Munro & 
Harford, New York, and Samuel J. Hanick, Reuben H. Don- 
nelley Corp., Philadelphia. National advertisers, advertising 
agencies, lithographers and window installation groups are 
thus secured equal representation in the governing body. 

The banquet was brightened by addresses by Richard 
Franken, head of the advertising statistical department of the 
New York Times, and Stanley R. Latshaw, president of the 
Butterick Publishing Company. 

The opening session featured the splendid delineation of 
“Creation of an Idea,’ developed by Ben Nash, New York, 
advertising counsellor, who briefly sketched the elements 
which are involved in the fashioning of successful display ad- 
vertising. Mr. Nash employed axchart to illustrate his talk, 
ramming home the vital facts that strategy, visualization, 
conditions necessary to visualization, craftsmanship, repro- 
duction, commercial use and focusing of force at the point 
of sale were essential elements of successful window pub- 
licity. Strategy he termed the salesman’s ability to convince 
the client that the material offered was designed to fit the 
case and that its features were part and parcel of a well- 
conceived plan—the best that the originator could devise to 
boost the client’s cause. In considering visualization, he de- 
clared that the environment of the display must be borne in 
mind. The size of the window, ease of obtaining placement, 
conveyance of message by picture or by text were also 
emphasized. In visualization, he stressed the importance of 
color, texture, form and arrangement. The color issue 
hinged, he said, upon hue, value and chroma. Texture in- 
volved determination whether paper should be hard and 
smooth, soft and rough, or patterned. ln arrangement, de- 
cision upon the balanced or unbalanced types must be made. 

Craftsmanship called for consideration of technique and 
aspects of quality or cheapness. These attributes could be 
implied from the mode of the merchandise presentation. In 
reproduction, choice of process must be made, whether litho, 
letter press or otherwise. 

Considering the use of the material, he deemed it advis- 
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able to inquire into the character of the window, whether 
with background, decoratives, or otherwise, as well as to 
consider the advisability of staging a special sale through 
the display medium. In the last field of speculation he placed 
estimation of means for making the display a genuine scll- 
ing force in the dealer’s hands with a real selling plan projit- 
able to him. 

He summarized the display creator’s needs as knowledge 
of his “tools,” his resources, and his objective, and emplia- 
sized importance of thoroughly acquainting himself with the 
client’s problems before essaying to offer service. In this 
task it was essential, he asserted, to show the latter that the 
information had been properly acquired. 

Carl Percy, window display counsel, New York, who fol- 
lowed, dwelt on the “Future of Window Dosplay as Fore- 
told by Several Hundred Retailers and Manufacturers,” and 
drew much of his inspiration from a survey which he had 
conducted for the association during the year. Admitting 
discouraging facts as present as their opposites, he declared 
that equally baneful was the attitude of display manufac- 
turers whose only objective was the sale of more displays, 
and their placement. “While we are here on a selfish errand,” 
he said, “we can gain more by contribution than by acquisi- 
tion. If we give more thought to service, showing our clients 
how their dealers can get betier use of their windows, coun- 
seling them on changes, and helping them to secure results, 
our own interests will be advanced in proportion.” 

Granting severe waste in display distribution even with 
the best methods, he pointed out that losses through other 
display media were equally high. He cited a woman’s ap- 
parel manufacturer using space in a woman’s magazine 
whose percentage of replies was thought fair. Contrasting 
results gained from window and printed publicity he showed 
that a group of windows featuring this manufacturer’s dis- 
plays had been viewed by almost ten thousand passers, while 
the publication brought in 1,184 replies at like expense. Re- 
luctance of men to ask prices was cited as a reason for use 
of price tags. One of the hopeful revelations of the survey, 
he said, was the statement of fifteen druggists that they had 
special places for display storage (not the coal bins, either). 
He concluded with an appeal for less art and more mer- 
chandising asserting the dealers were very much opposed 
to pretty cards, which had more beauty that sales power. 

Noon brought the first of a series of luncheons, banquets 
and dinners which checked pessimism and morbidity and in- 
spirited the most gloomy delegates. A. H. Deute, sales man- 
ager of the Borden Sales Co., New York, the principal! 
speaker, added to the pleasure of the affair with a humorous 
talk in which he poked fun at the display salesmen and 
lauded the Borden Co. “The more displays .we buy the 
more goods we can place in front of them, and the more 
goods placed in front of them the more we sell,” he declared. 

The high light of the afternoon session was Lee H. Bris- 
tol’s address on “What Thirty Thousand Miles of Traveling 
Taught Me About Dealer Cooperation.” There is a plague of 
lithography and a famine of ideas in the field of window 
display today,” he asserted. ‘“ “The idea’s the thing,’ para- 
phrasing Shakespeare, and this requires some straight think- 
ing.” A forward-looking schedule and careful record of 
names of dealers who request material was advocated. 


The growing importance of the window installation service 
was shown in his unqualified plea for their participation in 
window campaigns. “Don’t just send these costly, potential, 
business-getting displays out, unrequested and unsolicited. 
Unquestionably the finest method, though by no means thc 
cheapest method of distribution, is by having the displays 
installed.” 


Group interests were reflected in the opening sessicts 
Wednesday when buyers: and installation men met separately 
to consider their problems. The “buyers,” consisting of a‘- 
vertising managers and national advertisers, dug into the 
issue of overrun on lithographic orders, discussing the usual 
percentage of this excess. E. L. Andrews, of Westinghouse 
Electric & Manufacturing Co., thought the cost of the overri 
relatively higher than that of the major run. It was pointed 
out that the greater the number of colors the greater tle 
chance for spoilage. 
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Considering the proposition of taking the lithographer into 
one’s confidence on the same basis as an advert sing agency, 
J. 11. Moore, of Prophylactic Brush Co., declared it the only 
fair way, as there was no other means by which the adver- 
tiscr could get the type of material that he wanted. “When 
we are in the market,” he said, “we lay our cards on the table. 
\Wc call in four or five lithographers and thus get better re- 
sults. The principles of display advertising are the same as 
magazine advertising and require the same collaboration be- 
tween principal and agent that the advertiser gives to his 
agency. We deal with several lithographers to make sure 
thet we do not close the door against good ideas. This policy 
keeps lithographers ‘on their toes’ and keeps them from grow- 
ine stale through the belief that the business is assured.” 

Phil Phenning, of National Carbon Co., said that his firm 
divided its 1927 program into parts, and by parceling these 
out to different producers got better material and beter ideas. 

John M. Van Horson, of Stanco Distributors, told of the 
refinement of his firm’s original “idea” in the hands of the 
lithographers through submission of two compositions. The 
original was subsequently abandoned because of the superior- 
ity of the alternatives proposed by the lithographers. 

On buying displays through advertising agencies, Alexis 
Kleberg, of Valentine & Co., told of advantages accruing 
through placement of orders for all media through the agency. 
This insured a 100 per cent tie-up between all the forms 
employed, with the single disadvantage that it limited creative 
work to a single source. When asked if the same advan- 
tages could not be secured without the agency’s aid, he re- 
plied that in their case their agency virtually assumed the role 
of their advertising department. L. H. Bristol, of Bristol- 
Myers Co., remarked that unless the agency was prepared 
to create displays, it was as far removed from their field 
as any other branch of industry. 

Following conclusion of the departmentals, delegates went 
by special subway to the Edison Lamp Works plant, Harrison, 
New Jersey, for a trip through the Edison Institute. Inspec- 
tion of the units of this lighting laboratory was followed by 
a luncheon in the plant cafeteria, after which the engineering 
department staged a complete sries of lighting demonstrations. 

In‘the afternoon, A. S. Turner, Jr., presented a demonstra- 
tion of window lighting that proved highly interesting. Show- 
ing that fifteen years ago illumination of 15 foot-candles was 
considered excellent, he pointed out that in successive stages 
the standard had been advanced to 10) foot-candles, and that 
with each advance attraction-power of the. windows had in- 
creased, the percentage of passers stopped rising compara- 
tively. As proof of light values in securing attention he 
cited a New Jersey town where 65 per cent of the pedestrian 
traffic on the principal street was diverted to the side on which 
a brightly lighted theatre stood. The Edison Institute ob- 


tained four windows on the opposite side and pulled 32 per - 


cent of the passers to the hitherto unlighted side. Today this 
sector is drawing as much traffic as the theatre s'de. One 
of the stores used was a jewelry shop whose proprietor was 
so pleased with the results that he invited all his friends to 
view the “miracle.” Never before had he realized the potency 
of light in coping with his problems. 

Mr. Turner concluded with a demonstration on window 
lighting showing aspects of windows under yarious standards 
of intensity showing difference in volume required in day and 
night lighting. After a trip about the institute viewing a 
model store, the institute art gallery, and a final demonstra- 
tion of synchronized light and music in which a Wagner 
opera was symbolized by illumination of a neutral color cur- 
tain, the convention sessions were resumed with C. J. Sweeney 
in the chair. 

J. W. McIver, advertising manager, Edison Lamp Works, 
followed with a review of methods used in securing practi- 
cally complete placement of displays. His extraordinary ac- 
complishment was abetted by the Edison organization, it was 
disclosed, all Edison dealers being virtually agents, and keenly 
in'erested in promoting sales. His primary problem, he as- 
serted, was to prevent “hardening of the arteries of the dis- 
play dollar,” to buy more for the money, and to stretch appro- 
priations farther. - 

In development of the displays the object had been to use 
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-lights to sell lights. 
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In common with other manufacturers, 
the Edison plant kad its “A” and “B” dealers, and, as most 
all were put on probation, it was necessary to handle displays 
for the recruits with care. But when a dealer had qualified 
for Class A standing, genuine displays of high merit were 
necessary, with high-grade art. Display of the lamp, which 
is the central feature of the displays, does not disclose its 
quality, and this must be imputed by its surroundings. In 
selling the display to the dealer, he is shown that $10 velvets 
were used in the original display instead of the $5 variety, 
which could have been used. As the stére windows beckon 
on all sides, clamoring for attention, a real display policy is 
essential. We show the dealer how to follow stage directions. 
We find how displays work with real tests, not mere means 
of seeing how the “boss” likes them. We have our own win- 
dows in the plant and a full-time displayman. An illustration 
of our methods was a Washington, D. C., test where ten stores 
were given displays, and ten pitted against them without: this 
aid. Business rose 20 per cent in the first group. 

In “buying more for the same money,” he cited prepara- 
tion of a metal base with sockets and plugs over which all 
the displays they produce can be slipped. This base insures 
use of a standard lamp, is ready for use, and enables the dis- 
play to be made on cheaper board, obviates mounting and 
guarantees perfect arrangement. The base is rented to dealers 
at an annual charge of one dollar. 

Th final feature of the afternoon was a demonstration by 
C. C. Agate and Morris Beard, of the Frederick L. Wertz 
staff, of methods for “selling the dealer on the use of display 
material.” 

The Thursday morning session brought to the platform 
four of the chief speakers of the convention. Manufacturers 
and advertising managers listened intently to the exposition 
of display practices and analysis of display materials pre- 
sented by Carl V. Haecker, sales promotion manager of the 
Burke Hardware Co., Waukegan, Ill. Mr. Haecker insisted 
that displays should be produced to show goods in use, that 
articles should be shown extended to the passer. “What sales- 
man,” he asked, “would have the nerve to hand a hatchet to a 


- customer blade forward? “Certainly not!” He summarized 


the retailer’s views of what the manufacturer should do to be: 
“Cultivation of good will of displayman and retailer by show- 
ing what displays can do for him; creation of flexible displays 
suitable to any type of window; interesting passer by show- 
ing him use, value and attractiveness of the product; prelimi- 
nary folders showing how displays look placed in window 
and enclesing blank requests for the display; information so 
the dealer can tie up his windows with national advertising; 
check distribution; listen to advice of others; and, finally, 
become a member of the Window Display Advertising Asso- 
ciation.” 

W. L. Stensgaard, president of the International Associa- 
tion of Displaymen, who had arrived in the meantime, was 
conducted to the stage and related the methods which he had 
introduced in the display department of the Stewart-Warner 
Corp., Chicago, since his affiliation with this concern in 
February. Emphasizing that the manufacturer must consider 
the displayman who sets up his material if he wanted to get 
good results, he pointed to the remark of a salesman in Chi- 
cago who had told him of an order he had lost because he 
tried to sell his client what he needed instead of what the 
latter wanted. He denounced the lithographer’s practice of 
preparing sketches on jobs not even tentative. Jobber resist- 
ance to displays which he encountered in launching his service 
was now abating, he declared, the jobber, previously believing 
it his inherent right to force the manufacturer to carry all 
the burden of selling, now realizing that his own profits are 
swelled by displays. Stewart-Warner had gone into display 
to a greater extent than most manufacturers, and had found 
that, in the long run, high-priced displays with genuine beauty 
and attractiveness got more space and better results than the 
old type. “We had to force the cheaper stuff on the dealer,” 
he declared ; “now we get all the dealer’s windows or none, and 
we are now closing more department store accounts than ever 
before.” 

(Continued on page 79) 
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The Retailer’s Attitude on Displays 


Views of Dealers Scattered Over Forty-Five States Picked Up in 
Representative Cities With a Wide Range of Population 


By LEE H. BRISTOL 
Advertising Manager, The Bristol-Myers Co., New Y ork 


Excerpts from an Address at the WD. ‘A. A. Convention 


HAVE no intention of covering a large field 

in this discusison of dealer cooperation. The 

very character of this convention suggests that 

the thought be limited to window displays as 

one of the fundamenial parts of dealer co- 

operation work. Through the press, trade jour- 
nals, special reports, etc., we all receive lots and lots of facts 
and information relating to window display work, but I can 
assure you, gentlemen, that there is no better means of really 
wderstanding the value of such material and of appreciating 
the worthlessness of other material than to go out and make 
an investigation first-hand. 

It was my privilege to do this not so many months ago. 
My trip took me into forty-five of the forty-eight states in 
the Union, and I have since gone back and covered the miss- 
ing three states so that my record is complete. I visited 
not only the principal cities, but many smaller towns as well. 

Here is the first thought to plant firmly in our minds— 
1,300,000 retail store windows in the United States. Being 
particularly interested in the drug field, I gave special atten- 
tion to the drug store outlets. There are 104,000 drug store 
windows in the United States. At least that is a safe esti- 
mate. Each druggist has an average of two windows per 
store. Changing these windows on an average of once a 
week, his window display capacity is only.104 displays a 
year. I have discovered that manufacturers usually send 
Mr. Druggist, between 250 and 300 displays in the course of 
the year. Here is where that part of the story begins. 

First of all, I found two schools of druggists: (1) the 
live-wire merchandiser who believes in the slogan, “Prefer a 
Quick Dime to a Slow Quarter”; (2) the old school drug- 
gist—the profit reactionary who thinks largely in terms of 
profit to himself and loses sight of turnover on invested 
capital. 

But here is the biggest factor developed from a personal 
investigation of this sort. There is, alas, all too much mis- 
information everywhere. That applies not only to us manu- 
facturers and to the lithographers and producers of display 
material, but right in the stores of the retailers themselves. 
Many, many drug store proprietors, for example, as well as 
their clerks, are hazy on facts. Their information too often 
is based on gossip and false impressions that can in no way 
be considered reliable. Just to illustrate this point, I might 
state 93 per cent of all the druggists that I interviewed (and 
I saw hundreds of them) told me: that one of the products 
made by my company, and which happily enjoys a rapid 
turnover in their stores, was broadly and nationally adver- 
tised. As a matter of fact, however, that particular product 
had up until that time never had one single penny in public 
advertising spent on it since its introduction over thirty 
years ago! 

In contrast to this inaccuracy, however, I found druggists 
everywhere to be far more positive and far more orthodox 
in their likes and dislikes of display material. I found over 
50 per cent of all the window display material they receive 
in the cellar feeding the rats, or else already turned over to 
the rubbish collector. And WHY? Because of the manu- 
facturers’ distribution policy for that material—because the 
manufacturers, so many times, send out window displays 
unrequested, unsolicited, or just packed along with the goods 
when a shipment is made. 

We manufacturers all spend perfectly good money for our 
displays but we don’t “sell” them (in any sense of the 
word) to the retailers or to our own sales force, and that is 
most often due to the fact that there is nothing in the dis- 
play to “sell,” anyway. 





LEE H. BRISTOL 
President, Window Display Advertising Association 


I made a point of asking each druggist how he rated his 
window for comparative value as an advertising medium. 
Not one failed to state that he placed his windows as his 
greatest and most valuable medium. With many of them 
their windows are their only advertising medium. 

My own record of interviews with druggists indicated 
that 62 per cent of all the display material sent out by manu- 
facturers to drug stores was unrequested. One of the ques- 
tions I repeatedly asked was, “Do you receive too many 
displays?” The answer was almost invariably, “Yes, too 
many poor ones.” In the same breath, however, they would 
always add, “But we will always use a good display.” This 
I found beyond any question—WINDOW DISPLAYS DO 
SELL GOODS. They “mop up” on the half sold army of 
buyers. 

My trip of investigation included not only drug stores 
but also the retail stores in the hardware, shoe, clothing, 
paint, grocery and other trades. Fortunately, however, the 
fundamentals that I stumbled into are just as applicable to 
one trade as another. It so happens that in the grocery 
field; the hardware field, and the drug store field, there is 
probably a keener competition among manufacturers for 
window display space than in the other types of stores. | 
am avoiding any specific mention of the department store 
window because that is a separate field in itself. One might 
almost draw a division even in the drug field by eliminating 
such big chains as Liggetts, etc., where the only chance of 
securing lithographic display cut-outs would be through pay- 
ing for those windows, and even then the space allowed 
would be pitifully small. 

That has suggested one condition, however—the drug 
store window crammed full of merchandise—which has _ re- 
sulted in a new type of display for us. It is primarily adapted 
for a merchandise window, but, while we missed the oppor- 
tunity to put over any very strong selling tal‘, unquestioned 

(Continued on page 72) 
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Daring Venture In Display Practice 
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Progressive Chain Haberdasher Devotes All Windows to Display of 
a Single Advertised Article, and New Business Proves Its Wisdom 


T is a matter of common knowledge that the 
standards of window display have ad- 
vanced so rapidly and uniformly that 
American cities today present an unbroken 
monotony of beautiful spectacles in which 

merchandise is glorified. So great is the trend toward 
the artistic and so universal the acceptance of its virtues 
that when a big city merchant, facing hectic competition, 
seeks a means of lifting himself out of the humdrum 
and commonplace, he must find a new mode of expres- 
sion in which mere beauty is subordinated to crashing 
sales promotion. 

The unusual has always startled the public into 
attention and today as: in the past it is only necessary 
to adopt some staggering treatment—some unusual 
development of an ordinary theme—to accomplish this 
result. 

The Washington Shirt Co., of Chicago, is experi- 
menting with this method, winning attention through 
astounding windows whose magnetic qualities rest in 
their refusal to run true to form. Early in October 
their store at Jackson and Dearborn Streets, in the 
Chicago loop district, dumfounded sophisticated Windy 
City folk by filling all of its eight windows cram full 
of Paris Garters. Up and down the store front for a 
stretch of 100 feet was a solid showing of garters, not 
presented in stocky fashion but laid out tastily and artis- 
tically with decoratives, and given as much care and 
attention as the most elaborate showing of clothing or 
haberdashery would dictate. 


Passers gasped as they stopped, then looked again, 
and turned inside the store to view the gaudy sup- 
porters. Odd? To be sure it was an odd presentation 
but its oddity arose clearly from the fact that it was a 
violation of established custom. Who, heretofore, had 
ever seen garters played up as major wardrobe fea- 
tures? Necessary evils to the average man, at their 
best they seemed but trivial items in the category of 
men’s wear. When shown in windows they had uni- 
formly been associated with hosiery and subordinated 
to the display of more costly and visible apparel. 


Of course, breaking of this precedent aroused popu- 


Three of the Entire Battery of Windows Devoted Exclusively to Paris Garters by Washington Shirt Co., Chicago, Tl. 


lar interest just as any other innovation wins it. This 
interest was responsible for immediate sales of 150 or 
more pairs a day while the big display was in. But its 
value did not stop here. Store prestige boosted by the 
audacity of the showing cannot be estimated nor can 
the increase in garter sales which will inevitably follow. 

P. H. Metzger, president of the company, is firmly 
convinced of the wisdom of the policy. His first ex- 
periment in this direction was a battery of windows 
wholly devoted to “Roll-it Caps” appearing at the Wells 
and Washington Street store. In this, 100 lineal feet 
of space was given to these caps and they produced a 
wonderful effect. Cap sales rose by leaps and bounds 
and a week after the big display had been taken out, 
sales were still running over 100 a day. This is a 
notable instance of benefits of window advertising fre- 
quently overlooked. So enthusiastic is he over the 
result of these experiments that he plans to try the idea 
on other kinds of merchandise, and he is so sanguine 
that the consequences will be pleasing that he declares, 
“We are sure that this will be a great deal more effec- 
tive than if we spent a lot of money in newspaper 
advertising.” 

What these unusual windows can do for an enter- 
prising establishment is indicated in the report that 
nearly 22,000 more patrons were served by this chain 
of stores in July and August of this year than in the 
same months in 1925 and it is understood that early 
autumn business has shown the same trend. 

It should be noted that the displays featured mer- 
chandise which serves well as leaders. Prices are low, 
the appeal is universal and the selling urge is strong. 
With these natural assets it is not hard to fathom the 
the ease with which the customer is brought into the 
store. 





SCHACK’S NEW CHRISTMAS FLOWER BOOK 

The Schack Artificial Flower Co., Chicago, IIl., have just 
issued their new 1926 Christmas Flower Book, which is re- 
plete with new display ideas and printed in actual colors. 
It shows the complete line of Christmas decoratives, includ- 
ing numbers in a wide range of prices to meet the needs of 
all retailers. A copy will be sent to merchants and dis- 
playmen upon request. 








































DISPLAY WORLD October, 1926 October, 


night re 
rain anc 
thinned 








approac 
The 
giving 
he may 
They cc 
charging 
of anotl 
north-ce 


ings fro 
action. 

alert, th 
regard 

sciousn 
ing this 
the thro 
mas hid 





Earl 
fully by 
vice. A 
the scen 
ing of 
thrusts 
cerity b 
the femi 
mas pur 
ping ha 
justifica 
the wine 

If it 
scarfs 11 
ardent 
of Dece 











The 
further 
Ings th 
motion 


Harking Back to Last Christmas for Approaching Holiday Displays commot 
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YULETIDE IDEAS—Top left, Novelty Ribbon Trim by W. Z. Coy, Miller, Rhoads & Swartz, Norfolk, appeara 
Va.; Top Right, Shoes, The Booterie, Tyler, Texas; Upper Center Left, Lingerie, G. H. Wagner, Denecke’s, Cedar : 
Rapids, Iowa; Upper Center Right, Auto Accessories, Pinel Auto Supply Co., Zanesville, Ohio; Lower Center 
Left, Toys, M. R. Hiller, F. A. Empsall Co., Watertown, N. Y.; Lower Center Right, Toys M. Hartmann “Brager 
of Baltimore,” Baltimore, Md.; Botom Left, G. A. Smith, United States Rubber Co., New York; Botom Right, 
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Windows Vital to “Shop Early” Move 


Clever Displays Simulating Frigidity of Traditional White Christmas 
Is Most Effective Means of Arousing Tardy Purchasers 


CTOBER skies celebrated in the famed 
lines of Helen Hunt Jackson are cloud- 
less blue and the warmth of Indian sum- 
mer is so gracious that it seems hard to 
visualize bleak November as but a fort- 

night removed, her drab and dreary days replete with 
rain and sleet, her frosty winds carrying down from 
thinned boughs the last weary remnant of the leaves. 
kedeemed alone by Thanksgiving, this eleventh month 
approaches, to herald the onrush of Christmas. 





The holidays mean much to the average merchant, 
giving him a final chance to overcome such losses as 
he may have sustained, or to augment his profits. 
They come upon the average man with suddenness, 
charging in to apprize him of the swift termination 
of another span of activity. Unless he lives in .the 
north-central and coast states, where snow flies early, 
he finds the traditional yuletide atmosphere lacking, 
and tardily puts off his buying until repeated warn- 
ings from members of his household spur him into 
action. His wife and daughters, perhaps, are more 
alert, their reputed window shopping propensity and 
regard for the conventions giving them greater con- 
sciousness of the seasonal changes. But notwithstand- 
ing this advantage, they are also numbered among 
the throngs who make the last few days before Christ- 
mas hideous for merchant and clerk alike. 


Early shopping can be promoted more success- 
fully by window advertising than by any other de- 
vice. All the promptings of the press are tainted with 
the scent of propaganda ; the public regards its warn- 
ing of fleeting days as inspired. But the window 
thrusts its message home with unquestionable sin- 
cerity because its appeal is ocular. The tendency of 
the feminine shopper to be first in the field for Christ- 
mas purchases is directly related to her window shop- 
ping habits; in this circumstance should be found a 
justification for stress upon Christmas’ approach in 
the window. 


If it is possible to interst buyers in fur cloaks and 
scarfs in humid August, it is not hard to believe that 
ardent devotion to holiday display can, from the first 
of December, drive in yuletide business. 


The frigid, icy backgrounds that are contrived to 
further August fur sales create the wintry surround- 
ings that call up recollection of need. Similar pro- 
motion of Christmas, by no means novel, is not so 
common as could be desired, but ,with growing sup- 
port, brings to early December the spirit, and the 
appearance of St. Nicholas’ Day. The sparkle of 
snowflakes, the gleam of candles, holly garlands, mas- 
sive cut-out drops along the marquees of the store 
lront, scenic backgrounds, mechanical displays; sets 
harking back to legend and fable, attract attention, and 
by their frequency establish artificially the traditional 











A Huge Exterior Christmas Spectacle Used by J. R. Patton, 
Display Manager, L. S. Ayres & Co., Indianapolis, Ind. 


atmosphere so frequently lacking during the pre-holi- 
day period. 

With the accustomed vigor of a craft which seeks 
to convert a month normally bad for trade in its line 
into a productive sales era, the Automotive Equip- 
ment Association several years ago launched the “Give 
Something for the Car This Christmas” movement 
So successful was their venture that they are repeat- 
ing it each season, backing up their dealers with spe- 
cially prepared window backgrounds and cards. One 
of these aids is a large poster in five colors. 

John R. Patton, display manager for the L. *. 
Ayres Co., Indianapolis, has been one of the trail 
blazers in the creation of sensational Christmas dis- 
plays, his trend toward mechanical productions and 
unusual backgrounds distinguishing his work. An 
illustration of one of his pageant cut-outs is shown 
herewith as well as a crowd gazing at one of his 
mechanical displays. This window was photographed 
on a Sunday morning and indicates with what en- 
thusiasm the Indianapolitans regard his creations. 

The October pictorial review on the opposite page 
contains a large group of Christmas window illustra- 
tions covering a diversity of lines. From these, by 
reproduction or adaptation, the average displayman can 
obtain displays suitable for his business. 





DECORATIVE DISPLAY TO OPEN SHOWROOM 

Erwe H. Meier has taken the Central States territory for 
the Decorative Display Company, New York City, and, in 
conjunction with traveling this territory, will open a Chicago 
showroom in the Roosevelt Building, Twelfth and Michigan 
Boulevard. 
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Coast Convention Scores a Triumph 


Seattle Convention of the Pacific Coast Association of Display Men 
Excels in Interest and Educational Merit All Similar Events 


ACIFIC Coast displaymen meeting in the 
Olympic Hotel, at Seattle, on September 
20, for a four-day session gave proof of 
the virility of their association by a gather- 
ing which, in magnitude and pomp, rivaled 
the most pretentious conclaves of the east. 

While Washington and Oregon contributed the 
majority of the delegates, an energetic leaven of Calli- 
fornia windowmen played havoc with northern numeri- 
cal superiority and carried off to San Francisco practi- 

cay all the honors within reach. Singing “Mother 
Leary’s Cow,” rousing their less lusty brethren with 
artistic views of San Francisco in the brave days before 
Volstead, and spreading San Francisco propaganda 
broadside, they laughed and bantered their way in to 
a complete conquest of the principal offices, and nomina- 
tion of their home city as the convention city for 1927. 

Seattle displaymen had left no stones unturned to 
prepare for their guests’ entertainment and instruction. 
From the University of Washington, from the com- 
mercial schools of the city, from the municipal lighting 
plant’s engineering staff, and the leading merchandisers 
of the region they drew a list of eminent and competent 
speakers, and in conjunction with the display fixture 
manufacturers conducting an exhibit as a feature of the 
convention provided entertainment that was diverting 
and relaxing. 

No less a personage than Mayor Bertha K. Landes, 
noted feminine executive of Seattle, welcomed them to 
the Puget Sound metropolis expressing Seattle’s ap- 
preciation of their presence and apprehension lest their 
wizardry might become even more costly to mere —_ 
tators as the result of their sessions. 

Bert Cultus of Bedell’s, Portland, Oregon, fitly 
expressed the purpose of the gathering in his re- 
sponse to the mayor. Voicing his pleasure to be chosen 
as the spokesman of 
the convention, he de- 
clared, ““You men that 
have gone to college, 
business men who have 
gone to college—now, 





Officers-Elect of the Pacific Coast Association of Display Mena: 





perhaps, some of you went through college, and if so 
very well—those of you who did not are taking a post- 
graduate course here. 

' “Why are we here? We are here to further our 
profession—to learn. That is why we are here. You 
would not spend your time or money in coming to this 
convention if you did not expect to learn something 
from it, and my advice to you today—one and all— 
would be to kindly come up when the president calls 
the meeting to order, and get all the good out of this 
gathering that you possibly can. After the sessions are 
over, go out in the fair city of Seattle, north, east, 
south and west, and see the beauties of the city.” 

The spirit of contribution, of common sharing in 
the task of furthering professional skill by disscussion 
of individual triumphs and griefs was in. evidence 
throughout the sessions. In one of its most important 
developments—the “Open Forum”—it reached such 
standards of value that visitors closely allied to the 
parent body, the International Association, could not 
refrain from acknowledgment of this virtue. R. O. 
Johnson, display manager for the Commionwealth- 
Edison Co., Chicago, a visitor and speaker gave voice 
to this sentiment in concluding his address: “I want 
to congratulate everyone from the president of this 
Seattle crowd, up or down, because I think you are on 
the right track,” he said. “There is one thing that you 
have here that I am afraid we can never have in our 
I. A. D. M. over the mountains, and that is a personal 
touch, and I hope that your association never gets so 
large but what you can still keep this personal conven- 
tion spirit which you have. I think it is one of the 
finest conventions I have ever attended—one of the 
finest convention spirits I ever saw—and there is just 
one other point that comes to me that we cannot do at 
home in Chicago because we are too large. That is 


the disadvantage in be- 
ing too large. I think 
that you will—all of 
you on the coast—gain 
a great deal if you will 
take, for instance, the 


Left, Wm. Scharninghausen, Seattle, Wash., First Vice- 


President; Center, Fred A. Gross, San Francisco, President; Right, E. Q. Wilson, San Francisco, Secretary 
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fruit—or not the fruit but the gracery store—and the 
smaller electric shops and give a demonstration one 
night ever so often for each of these groups; invite all 
of the business men of the group up and show them 
what can be done in their lines. Inside of three years 
| think you will be surprised at the marked improve- 
ment in the displays of the slower or the newer types 
of business.” 


The elements of display which most concern the window- 
men, lighting, the resemblance of the window to the stage, 
sound merchandising, proper dressing of drug store windows, 
creation of portable backgrounds and demonstrations of dis- 
play ideas for diversified lines were presented in order, and 
attacked from both the theoretical and practical standpoints. 


Under the guidance of A. O. Hewitt, of the Ben Selling 
Store, Portland, Ore., delegates developed one of the most 
forceful features of the convention in the “open forum,” where 
they swapped experiences, recounted their successes and de- 
feats, and the methods they had employed to combat their 
difficulties. 

Mr. Hewitt’s training as a leading spirit of the Portland 
Display Club singularly fitted him for conducting this por- 
tion of the program. As he explained, his home club de- 
votes a part of each session to a “Question Hour,” in which 
mooted issues are discussed. With this background he 
launched an inquiry and testimonial session which will be 
long remembered. One of the first subjects to be touched 
upon was that of a display budget or an appropriation for 
display expense established at’ the beginning of the year. 
Delegate Scharninghausen, of the Bon Marche, Seattle, de- 
clared his store followed such a policy and that knowledge 
of their limitations acted as a controller for the display de- 
partment. Chairman Hewitt brought out the fact that the 
department was thus enabled to conduct its own affairs and to 
determine the time and expediency of its purchases. Special 
openings and their handling sale windows, use of wax 
firures, bargain windows, cooperation with basement depart- 
ments, allotment of space to departments and strategy to be 
used in “selling” employers on beter display policies were 
aniong the topics discussed. 

Illustrative of the value attached to these discussions was 
the development of the budget theme in which a number of 
outstanding delegates took part. Karl Amdahl, past presi- 
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$50 First Prize, Frink Co. Contest, P. C. A. D. M. Convention, Won by R. F. Ogle, Everett Dept. Store, Everett, Wash. 





dent of the Pacific Association and display manager for the 
Palace Store, Spokane, was particularly explicit in his ex- 
planation of the benefits which the display department de- 
rives from a limited appropriation. “Now, if any of you 
have ever had the experience of business being real poor 
for a couple of weeks and then having a man come along 
with a nice line of flowers for your fall or Christmas deco- 
rations,’ said Mr. Amdahl, “and you pick out what you 
want, and you go to the boss and ask, ‘May I buy this stuff?’ 
and he says, ‘No, nothing doing; the way business is we 
can’t spend a cent, nothing doing; forget it,’ you are in need 
of the budget. 

“Now, that man leaves and right after him another 
comes. They all seem to come together. The boss won't 
let you buy from him, either, for the same reason, and so 
they are gone. 

“A month later business is real good and the boss says, 
‘We have got to get ready for fall; have you anything for 
fall? We have to get into the style show and we want to 
make a good showing.’ Now you have nothing. You have 
no preparations whatever. Had you had a budget system 
you would have overcome all of that. 

“The boss will say, ‘Now, if you were given one thou- 
sand or ten thousand dollars to spend in a year’s time on 
your windows,’ and you know the displaymen want to buy a 
lot of expensive things, ‘and you spent all that money in 
one season, what would you do?’ Well, if a man has no 
more sense than to spend the entire budget in one season he 
is not fit to be a display manager. He must take his budget 
whether for a thousand or two, five, ten or fifteen thousand 
dollars and divide it into seasons. He knows he has his 
fall and spring openings and Christmas seasons, which are 
the big seasons. He knows that he must allow so much 
for any other trims that might come during the year, such 
as charity drives and the like, and he should allow a little 
extra. money for that, but I am going to tell if you do not 
have a budget system, get busy and talk your boss into 
getting one. Show him the advantage. 

If you have been offered a set of decoratives which have 
been used in some store—probably offered you for twenty- 
five cents on the dollar—and you do not have the money to 
buy at that time, they are lost. If you had the budget system 
you could buy that stuff and have wonderful windows. at 
much less cost.” 

(Continued on page 68) 
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Ahlroth and Kieffer Win Belt Frays 


Metropolitan Prizes for Early Summer Displays of Hickok Belts 


Awarded Noted Artists—Curtis and Hancock Lead Smaller Stores 


3y H. W. SCHULZE 
The Hickok Mfg. Company, Inc., Rochester, N.Y. we 


HE Hickok window display contests for 

June and July, 1926, recently closed, were 

productive of many wonderful examples 

of window display art. The response, con- 

siderably larger than any previous contest 

held by Hickok, included so many genuine and original 

ideas that the judges faced a very difficult problem in 

selecting those which for some reason—unusual ar- 

rangement, or perhaps some unique or unusually origi- 

nal plan—merited their decisions in selecting the 
winners. 

The contests were judged from the standpoint of 
originality of design, merchandising value and effective- 
ness. They were so planned as to give the displayman 
in the small town, with limited display paraphernalia, 
the same chance that is held by displaymen of metro- 
politan centers who are favored with beautiful back- 
grounds and fixtures which beautify and enhance their 
windows. Each contest, June and July, consisted of 
two divisions, the first open to all contestants, the 
second confined to displaymen in towns having a popu- 
lation of 50,000 or less. 

First place in the June contest was won by Clem 
Kieffer, Jr., display manager of the Kleinhans Com- 
pany, Buffalo, N. Y. Mr. Kieffer, known internation- 
ally for his splendid accomplishments in the display 
field, chose “Victory” as the theme of his display, and 
proclaimed Hickok, the object of the display, victor in 
achieving world leadership. The angel with the wreath 
of victory readily adapts itself to the general scheme, 
and the whole is backed up by an attractive and excel- 
lent merchandising setting. 

Carl W. Ahlroth, of the May Company, Los 
Angele, Cal., also well known for his excellent work, 
won first place in the July contest. A purely original 
idea, a watch showing “Any Time Is Hickok Time,” 
appropriately fastened to a large reproduction of a 
Hickok Beltogram on the belt, with buckle to match, 
formed the background of the display. On the face of 
the watch were illustrated many activities which occupy 
a man’s time, any one of them the right time to wear a 
Hickok Belt, Buckle and Beltogram. 

The first prize displays in towns under 50,000 were 
produced by Edward A. Curtis, of Neustadt & Sons, 
Decatur, Ill. (June), and J. E. Hancock, of Schwabe 
& May, Charleston, W. Va. (July). These windows 
show what can be accomplished by displaymen in the 
smaller towns. They more than matched the handicap 
of lack of display fixtures by their own initiative. 

Seeing the article is often half the sale. Appealing 
to the eye by showing the merchandise prominently and 
attractively in store and windows is always productive 
of sales and profits for the stores. A leading dealer in 
Chicago turned over his stock of Hickok Belts and 
Buckles nineteen times in three months last year 


through display. Another dealer in a town of 11,000 
population states that he did more Hickok Belt and 
Buckle business during the week of his Hickok window 
display than he did in any twelve months before. Many 
of our dealers declare that their displays have been re- 
sponsible for sales increases as high as 75 per cent on 
Hickok products. 


The demand for high-class window display matter 
constantly grows stronger. The reason for this is 
readily understood when the value placed on their win- 
dows by mercantile establishments is taken into con- 
sideration. One of the largest retail concerns in the 
country value their windows at one-fourth of their 
entire assets. Some merchants claim that their windows 
make 30 per cent of their sales. Others in the larger 
cities have quoted as high as 25 per cent. Good win- 
dows, attractively and appropriately arranged, are 
among the best forms of advertising, often bringing in busi- 
ness when nothing else will. 

Science tells us the optic nerves are twenty-two times 
stronger than those governing hearing, and still stronger than 
the olfactory nerves. Since we know, therefore, that the eye 
is many times stronger than the other sense organs, there 
should be no doubt that display is the strongest factor in 
buying. 

The displayman who is induced to show Hickok products 
through our contests not only has an opportunity to win a 
prize, but through the window publicity, supported by our 
national campaign, secures satisfaction and profitable results 
for his employer. Hickok dealers are therefore supplied not 
only with permanent belt and buckle display fixtures, but also 
with seasonal cards and elaborate lithographs, oil painting 
reproductions and other sales helps. These are used in win- 
dow displays, and are often kept up by the department man- 
ager as a permanent interior decoration. 


ARTISTIC HOLIDAY CARDS PRODUCED BY BLICK 

One of the most artistic and Christmassy ready-to-letter 
show cards ever brought to our attention is the new 1926 
design just issued by the Dick Blick 
Company. This firm has made a spe- 
cialty of Christmas cards for several 
years, and their new design far ex- 
ceeds any previous effort in general 
artistic effect, colorings and for com- 
pelling attention. It was designed 
by one of America’s leading artists. 
These cards are printed on whitest, 
double-coated, enamel finish show 
card board and insure a perfect let- 
tering surface. 








All cards are printed in natural 
Christmas colors of Christmas red, 
Christmas green and. black. 











To visualize the beauty of these 
cards, a black and white outline is 
reproduced. Sample sheets in colors 
will be mailed free to readers making 
requests. Address, Dick Blick Co., 
P. O. Drawer 437, Galesburg, II. 
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European Store Fronts and Display 


Despite Close Alliance of English and Americans in Fundamentals, 
the Shops of England Differ Radically from U. S. Types 


By CLINTON H. BLAKE, JR. 


(Reprinted by Express Permission of the Architectural Record) 


HEN I was 
to make a 
survey last 
summer of 
store fronts 
and window dressing 
abroad, I had no idea 
whether the result of 
such an_ investigation 
would be favorable or 
unfavorable to the Amer- 
ican architects and mer- 
chants. My impression 
was that it would be fa- 
vorable to our architects, 
and that the laurels for 
artistic window dressing 
and displays would prob- 
ably belong to the shop- 
keepers abroad. My feel- 
ing with respect to the 
shop fronts themselves 
has, on the whole, been 
somewhat confirmed. 
There are so many ele- 
ments involved, however, that it is difficult, with fair- 
ness, to make any sweeping genral conclusions. Each 
country has its special merits and demerits. The 
greatest advantage can be derived, I think, by a con- 
sideration of the points of excellence in each country, 
and of the points of deficiency as well. 

The art of window dressing has developed at an amazing 
rate in recent years. Development of the modern store front 
to meet the demands of today—both materially and artistically 
—has been equally rapid. The shops of each country have 
their own peculiar characteristics and appeal. Those of Eng- 
land differ materially from those of France and Italy. Those 
of France are unlike those of Italy and of England. Those of 
the United States differ in general character and effect from 
those of. any other country. One cannot say that the store 
fronts and window dressing of any one of these countries 


excel in all particulars. The best that we can do is to strike 
a general balance. 


It is not to be wondered at that the English shops are more 
nearly similar to those we know in this country than are the 
shops of France or Italy. The community of race and cus- 
toms between America and England is necessarily expressed 
somewhat in their business structures and policies. The 
habits and preferences of any people are in general reflected 
in the appearance and conduct of the trade establishments 
which cater to them. In fact, a very. interesting paper might 
be written indicating how directly the shops of various coun- 
tries reflect the. characteristics of the various peoples who 
patronize them. Despite the fact, however, that the English 
and Americans are so closely allied in many fundamentals, the 
shops of England differ radically in many respects, both in 
appearance, in design and in conduct, from the shops in this 
country. In America emphasis will be laid on certain types 
of stores and on the development of improvements in store 





Contrast the Clean, Inviting Appearance of This English Butcher Shop With Its Yankee Relation 


construction along certain lines which appeal to the American 
merchant as advisable and worth while. In another country 
the emphasis will be along entirely different lines. 


Probably the most interesting development in store front 
design and store construction and window dressing in England 
has been in a field which is quite unique and which has not 
yet been developed to any extent by our American designers 
and merchants. Within the last few years there has. been a 
widespread demand in England for better sanitary conditions 
and construction in the shops dealing in meats and foodstuffs. 
This has resulted in a truly remarkable change in these estab- 
lishments. They have been modernized and entirely recon- 
structed along new and essentially up-to-date lines. The new 
construction has not been confined by any means to work in 
sanitation, but has extended to the development of new fronts 
and to additional care and study in the matters of window 
displays and window dressing. Some of the most interesting 
work abroad, both along this line and in the treatment of 
store fronts and window dressing in general, has been carried 
out by the well-known organization of Frederick Sage & Co., 
Limited, of London. Much of this has been designed, as well 
as executed, by this firm, to the courtesy of which I am in- 
debted for most of the photographs which illustrate these 
articles. Working both independently and in connection with 
various architects, Messrs. Sage & Company have been re- 
sponsible for work which is characterized by good taste and 
by a realization of the practical requirements of the various 
trades and localities involved. 


The ordinary butcher, delicatessen store proprietor and pro- 
vision dealer in America has been content hitherto if his 
premises have appeared reasonably clean and adapted to the 
needs of his business. In the better shops attention has. un- 
questionably directed and given to sanitary improvements and 
appliances. The dealer in food commodities has not, however, 
given attention to these details to any such extent as that which 
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What American City Can Boast Such a Provision Store as This Artistic Meat Hall of Harrods, Ltd., London, S. W. 


has been of recent years and is being increasingly given to 
them by the corresponding dealer in England. Here the store 
front and window displays have been treated quite frequently 
as of secondary and of little importarice. Any housewife or 
observant person will recognize the truth of the statement that 
the store front of the ordinary butcher shop, for example, in 
America, is anything but handsome or attractive. In England 
these shops are now being constructed on a scale which, in 
view of the character of the goods dealt in, may be consid- 
ered nothing less than luxurious. The English architect and 
builder are, as a matter of fact, according to these shops at 
the present time in their work the same degree of importance 
which they accord to the ordinary shop which deals in fash- 
ionable merchandise and accessories. In redesigning and re- 
building them they are freely employing marble and bronze 
work within and without, and many of the refinements of con- 
struction and of design which one expects to find ordinarily 
only in Regent or Bond Street shops. 

Imagine what the feelings would be of the ordinary New 
York butcher were he to find himself housed in an establish- 
ment with marble trimmings within and without, marble 
shelves, floor and stall-risers, ecclesiastical or other period 
exterior treatment, a permanent awning of careful workman- 
ship and design and similar architectural and sanitary embel- 
lishments! Yet this is exactly the type of butcher shop which 
is now being developed and erected throughout England. 
Marble and granite are employed freely within and without; 


carefully designed and executed bronze and metal work is the, 


rule in these: establishments. Oxidized silver lettering and 
such details are characteristic of the work of construction. 
The development of these English shops is not confined: by 
any means to matters of appearance or the more, apparent 
details of design. The improvement of sanitary conditions, 
which, as I have noted, gave rise to the developments in this 


‘special field, has been constantly kept in mind and’ received | 
pecial attention at the hands of the designer and buildér; 


whether it be in the matter of refrigeration, ventilation or 


other details of sanitation. The store fronts, as a rule, are of 
the “enclosed type,” embracing the full frontage. Special at- 
tention is given to the display shelves and window display 
space. The most up-to-date methods of refrigeration are ap- 
plied, and special attention is given likewise to the matter of 
ventilation. As to the latter, one of the systems now employed 
is to provide ventilation through a fanlight or other appropri- 
ate opening to a fan duct at a distance well beyond the win- 
dow. In this way the ventilation is secured and at the same _ 
time the settling of any dust on the window displays and 
shelves is obviated. Special attention is given, also, to the 
matter of light, in order that as much daylight may be avail- 
able as possible, both in the interest of the general appearance 
of the premises and in that of sanitation. 

The exterior of these shops has received the same pains- 
taking attention. Any one of a number of those recently de- 
signed and executed might be given over to the sale of the 
finest grade of merchandise without there being the slightest 
incongruity in the result. So far as the character and richness 
of the interior ‘and exterior design and finish are concerned, 
the shops could display high-grade silks or other quality goods 
quite as effectively as they now display the choicer cuts of 
meats or delicatessen specialties. The architects and merchants 
of America may well give attention to this interesting devel- 
opment in European construction and look to their laurels in 
this field It is curious that America, which, probably more 
than any other country, has given attention to sanitary require- 
ments of all kinds, should be forced to acknowledge that its 
accomplishments with respect to the development of the shops 
in which foodstuffs are sold is inferior to the results secpred 
in the same field abroad. ; 

A glance at the accompanying photograph of the interior 
of the butcher: department of Harrods, Limited, in London, 
will give some idea of the attention which the English «mer- 
chants and architects are giving to this work. Here is a field 
to which attention on the part of the American designer may 


_ be profitably directed. 
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Window Lighting to Vie With Theatre 
Trend of Moment Is Toward Types of Lamps and Color Screens 


That Will Endow Displays With Charm of Stage 


By JOHN A. HOEVELER 
Manager, Engineering Department, Pittsburgh. Reflector Co., Pittsburgh, Pa. 


QUIPMENT of the-window 
of tomorrow will resemble 
more closely the stage 
lighting equipment. There 
will be flexible overhead 

lighting close to the plate glass; back- 
ground lighting from concealed over- 
héad lamps and reflectors and spots 
and floods concealed behind the trim; 
auxiliary spots and floods at top and 
front of windows, and color lighting 
equipment. The displayman will be 
as adept in the use of light as his com- 
peer of the stage. The trim will be 
enhanced by the use of light so as to 
“reach out and stop those who pass.” 

FLEXIBLE Ligutinc.—lf the show window display 
is to simulate the stage setting, a window displayman 
must have at his command window lighting equipment which 
will enable him to have a range of illumination on the trim 
from 50 to 250 foot-candles or more. 

The lower of these values may be sufficient at night with 
light colored trim, whereas with a dark colored trim at least 
100 foot-candles will be necessary for really effective results. 

In the daytime, 100 foot-candles will be found ineffective 
with the generally bright surrounding daylight illumination 
and utterly ineffective to overcome the veiling effect of reflec- 
tions in the surface of the plate glass. 

However, it is probably not desirable to attempt to provide 
much in excess of 250 foot-candles in the ordinary size of win- 
dow, by means of the regular window lighting equipment. 
Where there is demand for unusually high illumination on 
parts of the trim in order to overcome the daylight reflections, 
the practical thing is to intensify the illumination at these 
points by the use of Windo-Spots and Windo-Floods. 

Therefore, instead of a single row of lighting units spaced 
at infrequent intervals along the top and front of the show 
window, the trend today is to install a double row of re- 
flectors, spaced closely, along the front and top of the win- 
dow. By wiring alternate units of each row upon separate 
circuits ,one-quarter, one-half, three-quarters or full inten- 
sity may be applied. Brackets and additional outlets for 





Windo-Spots With Color Screens 
Yield Stage Effect 


Windo-Spots and Windo-Floods like- 
wise should be installed. 

CoLoreD Ligutinc.—While ordinary 
white lighting of windows is mighty 
effective, the judicious use of colored 
light is an effective means of produc- 
ing atmosphere, and some marvelous 
effects are being obtained. Color is 
capable of producing strong reaction. 
It has a language all its own. The 
spectrum of visible radiation, ordi- 
narily termed light, contains six broad 
color classifications. Beginning with 
the long wave lengths, they are red, 
orange, yellow, green, blue and. violet. 
The resultant visual effect of all these 
colors combined is white, as in the case of daylight. 
The light variation of the electric incandescent :amp 
contains all of these colors, but not in the same proportion as 
daylight, being richer in red, orange and yellow, and conse- 
quently the light has a yellowish cast as compared to day- 
light. However, the incandescent lamp provides a suitable 
source for colored light of various hues. The process em- 
ployed is that of subtraction. For instance, if red light is 
desired, a filtering medium, such as gelatin or glass, which 
has the property of filtering out by absorption all except the 
red light, would be used. Similarly other filters are avail- 
able for producing the other colors. For window lighting, 
red, amber, green and blue adequately meet the requirements. 

Psychological Reactions of Colors.—Broadly speaking, 
colors may be classified into warm, neutral and cold groups. 
The psychological effect of color seems to follow a definite 
plan, because universally blue, near one end of the spectrum, 
is called the cold color, whereas red, at the other end is the 
warm color. Moreover, the neutral colors are found near 
the middle of the spectrum, namely, yellow green. Strangely 
enough, a mixture of the two extremes of the spectrum, 
namely, purple, also is neutral. The following are a few 
attributes of the principal colors of the spectrum as given 
by Luckiesh: Red—warm, exciting, passionate; orange— 
warm, exciting, suffocating, glowing, lively; yellow—warm, 
(Continued on page 63) 
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Fighting Daylight Reflections: Left, Before Beginning “High Intensity” Daylight Lighting; Right, the Same Window Remedied 
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1-X-Ray reflectors are 

the best product that 
scientific research, skilled 
workmanship, and finest 
of materials can produce. 


2, -X-Ray reflectors are: 

made by an organiza- 
tion whose successis based 
on more than 30 years of 
healthy growth and sound 
financing. 


3—Curtis Lighting, Inc., 
is national in scope, 
having sales engineers in 
all large cities, and subsid- 
iary companies in New 
York and Los Angeles. 


—X-Ray reflectors are 

the pioneers—they are 

the only silvered glass re- 

flectors that for 30 years 

have been considered 

“Standard for Show Win- 
dows.” 


—All X-Ray reflectors 
are insured against de- 
fect in workmanship and 
material. The good name 
of a large and responsible 
organization stands be- 
hind them. 


6—The Trade Policy of 

the manufacturer of 
X-Ray reflectors protects 
the user at all times. 








CURTIS 
LIGHTING, Inc. 


1119 W. Jackson Blvd. 
CHICAGO 











New York— 

31 W. Forty-Sixth St. 
Los Angeles— 

3113 W. Sixth St. 





























The Curtis Building, Chicago, 
houses the factory and main offices of 
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Means for A voiding Waste in Displays 


Window Advertising Is Worth as Much Thought as Magazine 
Publicity and Full Value Is Assured if Common Sense Rules 


By H. C. BURSLEY 
Advertising Manager, Murphy Varnish Co., Newark, N. J. 


PPARENTLY there is little effort on the 
part of advertising managers to ascertain 
what happens to their displays after they 
are shipped out. Most of us do not know 
how many displays get into the windows 

or how long they stay in the windows or what results 
they get in the way of increased business. We set up 
elaborate systems for tracing results through our maga- 
zine advertising, and we may well study, in the same 
way, the results of our window display advertising at 
the actual point of sale. 

It is sadly evident, notwithstanding the cheerful 
aspects of the situation, that not only can there be waste 
anywhere along the line in the manufacture of the dis- 
play and in its distribution, but that there 7s waste all 
along the line. We have not time to discuss all the 
kinds of waste that there are in window displays, but I 
am going to try to point out a few general principles 
which may be helpful in avoiding it. 

1. Tie up your display to your selling and advertis- 
ing campaign. Make your magazine advertising and 
your display tell the same story with the same illustra- 
tions and in the same words. 

2. Fit the display to the job it has to do. Some- 
times a reprint of your advertisement costing four or 
five cents, including postage, is the most effective thing 
you can send out to your dealer. 

If you are introducing a new product, build your 
display to fill a window. Make it vivid. Make it tell 





Murphy Display Awarded Second Prize by W. D. A. A. 


as complete a story as possible. Make it show the prod- 
uct and tell how it is to be used. 

If your product is already well known, build your 
display to last, so that it may serve not only as.a window 
display, but later, throughout the year perhaps, as a 
store card. 


3. I feel that there are two or three special reasons; 


in our industry why we should make our displays excel 
in art work and in quality generally. A good reasoni is 


that we are competing with a lot of products for dealer’s 
windows. In general, quality in a display is a good 
investment. 

4. Make your display so simple in construction that 
the man who is to put it up will have no difficulty with 
it. If your salesman or an outside window display 





Placing Color Card on This Metal Display Assured Long Life 


service is going to look after the installation, you may 
depend upon getting a proper installation; but if you 
have to leave this to the dealer or his clerk (always in 
a hurry and perhaps not too intelligent nor too greatly 
interested), the display must be almost fool-proof, or 
it is likely to be wasted in a large percentage of cases. 
5. Furnish, with the display, carefully prepared in- 
structions regarding its installation and use. I believe 
that more waste in the use of window display material 
can be avoided in this way than in any other. Paste on 
the display itself unmistakable directions for installa- 
tion. A photograph or picture in colors showing the 
display in position in the window, with appropriate 


accessories, may be pasted on the back of the display or 


enclosed in the carton to good advantage, and should 
yield a large dividend. A folder suggesting when the 
display should be used and how its effect may be en- 
hanced by newspaper advertising and by arrangement 
of the goods in the store will be a good investment. 

Most of us are weak in our handling of this essen- 
tial feature. A lot of displays are broken during in- 
stallation for lack of simple instructions. The average 
dealer is not a very good window dresser, and sugges- 
tions regarding an appropriate trimming.of his window 
with your material will nearly always be welcome and 
helpful to him. The suggestion, tactfully worded, that 
the display, when taken out of the window, can be put 
up in the store or be preserved for future use, will 
nearly always get a good percentage of results. 

6. Put your window display advertising into the 
hands of one-man, or perhaps of a department, and 
have adequate; time and‘ thought given to -this. part, of 
the job. Your.window:display material deserves this. 
Hold this man or department responsible for results. 
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: et fF, Chicago affords the most complete Display Equipment and Decoration Market in the 
, World—Time and money may be saved, and the best that decorative genius creates can 
- be obtained in Chicago at prices that can not be duplicated—quality considered. 
THE ADLER-JONES CO. INTERNATIONAL REGISTER CO. 
649 S. Wells Street 13 South Throop Street 
Artificial Flowers—Decorations “CUTAWL” Decorative Cutter 
BOTANICAL DECORATING CO. THE KOESTER SCHOOL 
319-27 W. Van Buren Avenue 314 S. Franklin Street 
Artistic Decorations & Artificial Flowers Display and Card Writing Instruction 
= CHICAGO CARD BOARD CO. PAASCHE AIR BRUSH CO. 
666 Washington Blvd. 1902 Diversey Parkway 
Art Poster Card and Mat Board Air Brushes and Accessories 
CURTIS LIGHTING, INC. THE SPANJER-JANES CO. 
1119 W. Jackson Blvd. 1160 Chatham Court 
Complete Equipment for Lighting Effects Distinctive Display Decorations 
DAVENPORT-TAYLOR MFG. CO. REFLECTOR & ILLUMINATING CO. 
412 Orleans Street 1417 West Jackson Blvd. 
Bronze Tablets and Changeable Signs Lighting Equipment for Show Windows 
THE HECHT FIXTURE co. SCHACK ARTIFICIAL FLOWER CO. 
Main Floor Medinah Bldg., Wells and Jackson 134-140 North Robey Street 
Everything in Display Fixtures Window and Interior Decorations 
SILVESTRI ART MFG. CO., INC. 
e 1035 Orleans Street 
Bakard Compo Display Creations 
Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 
Write for Catalogues! 
Copyright, 1924, by The Display Publishing Co. 
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Human Interest for Dru fetieisie Displays 


How Joseph Parrott Is Multiplying Sales for a Southern Chain 
Organization Through Unusual Specialty Showings 


RITICS are agreed that a wonderful ad- 
vance in window technic has been ob- 
served in recent years and that the ugliness 
and crudity of the early days has been 
swept away in its entirety. They admit of 

no wide variations of this status assuring us that in 
metropolitan centers and in small hamlets, the same care 
is assumed and the same interest in producing selling 
displays. There is no unwavering standard of arrange- 
ment, it is true; fixtures vary, and efforts toward orna- 
iffentation are often faulty but in every community, it 
is said, are stores which carry out the theories of display 
at its best. This is the product of years of patient 
missionary labor by the pioneers of the profession. 

The uniformity and the likeness of thousands of 
displays is now being attacked by a new era of display- 
men who are starting where their predecessors finished. 
Trained in the work, in many instances, by their fore- 
runners, conscious of the greatness of their field, and 
anxious to prove their mettle, these young men are 
already achieving distinction by the free and unham- 
pered presentation of merchandise in new settings, and 
employment of new ideas. 

Of this group is Joseph L. Parrott, display manager 
for the Economy Drug Co., Knoxville, Tenn., who, 
although but twenty-one, has already served six years 
as a windowman. ‘Trained in department store display 
policy under the watchful eye of a capable tutor, and 
strengthened with a knowledge of art and cartooning 
derived from classroom study of both subjects, he has 
given his work a distinctiveness ‘which has already 
brought him notice. 
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Mr. Parrott kindles interest in his offerings by stag- 
ing them in unusual style. Prosaie playing cards with 
display possibilities limited to a few spreads and show- 
ing in boxes became in his hands the theme of a smile- 
provoking comedy in which the cards themselves were 
subordinated to their purpose. The inimitable “Jiggs” 
of cartoon fame, was pictured with his ee 
cards. Jiggs stopped the crowds—they smiled and 
bought a few hundred packs. 

The young displayman bridged a mighty chasm in 
his journey from this “trim’’ to a showing of dolls. 
Cherub faced little creatures these were—in long 
dresses—perfect replicas in miniature of infants at the 
coddling stage. Properly shown, they were sure to 
attract the passer. 

The mode of presentation that Parrott chose was 
fascinating. He modeled a cutout of a huge stork, sus- 
pended a “baby” in a basket from its beak, and grouped 
the rest of his exhibit about this central figure. 


Women passersby were bewitched. “Lovely!” 
“Aren’t they adorable?’ they cried— and bought the 
little wax figures in regiments and corps for little 
daughters—and for boudoir ornaments. Men stopped— 
smiled indulgently—and purchased the little play things 
for tots at home. 

“I have observed that novelty windows prove to be large 
drawing cards,” Parrott declares. “As The DISPLAY 
WORLD might put it, ‘They make the passer buy.’ Just as 
an illustration of the results derived from novelty windows, 
the increase in sales more than doubled the regular sales 
in dolls and playing cards. Another feature was the two 
cards advertising sundaes, which were placed in ivory frames 

(Continued on page 51) 





Left and Right: Parrott Cards That Boomed Fountain Business; Center, the Fascinating Stork and Doll.Window 
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Hamilton’s, of Albany, Oregon, 

featured Silk Week with this 

artistic window, made more at- 

tractive by the skillful use of 
“Sol” Fabric. 


What do you feature? 


T doesn’t matter what merchandise you feature, 
the limitless possibilities and unrivaled beauty 
of economical “Sol” Fabrics will insure a brilliant 
setting that is at once harmonious and unobtrusive. 





With a wear-resisting, perfect draping body in a wide 
range of plain and beautifully designed effects and ex- 
quisite colors, “Sol” Fabrics permit original, striking 
selling displays that hold the eye and demand the interest. 


In 36 guaranteed fast colors, imported “Sol” Fabrics are 
loomed and dyed by England’s ablest weavers. A house 
renowned for the excellence of its fabrics for over one 
hundred years. If, for any reason whatever, “Sol” Fabric 
fades, we will replace not only the material, but refund 
all actual labor costs as well. ; 


We wish to emphasize our prompt service in delivery. A 
complete stock of every color and width insures our cus- 
tomers immediate shipments. Your satisfaction is our 
greatest concern. 


Samples and Color Chart upon request 


S. M. HEXTER & CO. 


ns Sy He: 
Sole Owners Clomeana ef &., 


CLEVELAND, OHIO BE sp 


. : Display men are 
sen 6g ed 

A s, abrics. ey find 
New York Office in “Sol” Fabrics 


7" rare beauty, econ- 

1140 BROADWAY = : omy and _ long 

; , iN service. Read this 
letter. 
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To Brand Nuts-Every Shell a Carton 


Years of Experiment by the California Walnut Growers’ Association 
Perfects Machine Now Stamping Each Nut With Trade-Mark 


By DONALD SIAS es ot 


Advertising Manager, California Walnut Growers’ Association, Los Angeles, Cal:>™..+ 


NSTALLATION OF 125 branding ma- 
chines just completed enables the Cali- 
fornia Walnut Growers Association to 
stamp every nut marketed by its sales divi- 
sion with the distinguishing diamond trade 

under which its product is marketed. 

Adoption of the branding machines, which are scat- 
tered over almost the entire state of California assures 
the association identification of its output without 
adding an iota to the selling price. 

While contemplating development of such a machine 
for almost a decade, the association experimented with 
other devices for distinguishing its pack from competi- 
tive offerings. These took the form of one and two 
pound packages. That the branding machine is a 
marked improvement over this plan is indicated by the 
fact that it places the little diamond mark on the wal- 
nuts for five cents per hundred pounds or one-thirtieth 
of the cost of packing in the most inexpensive cartons. 
Another reason for abandoning the carton idea is that 
the housewife wants to see what she is buying. 

Seven years ago the association advertised in one 
of the big household magazines that it would pay 
$10,000 for a practicable principle of a branding ma- 
chine. In response to that advertisement, it received 








9,000 replies, from all parts of. the civilized~ world, 
and in the course of a year more than 150 working 
models of branding machines were submitted for con- 
sideration. 

There were only one or two models of outstand- 
ing merit. Of these the idea worked out by Rees 
and Wilkinson, two Los Angeles inventors, offered 
the greatest possibilities. After a great deal of ex- 
perimenting, a working model was built, and it was 
this model which finally earned the $10,000 cash prize. 
In addition to the prize money, the association has 
agreed to pay the inventors another $10,000 in the 
form of a royalty on the basis of $1,000 per year for 
ten years. 

Even after the inventors had turned out an im- 
proved working model, the association had to work 
out two new phases of the mechanism in order to get 
the desired result. One machinist worked out an 
entirely new feeder for the machine, a service for 
which he received $5,000. Another man developed a 
rubber stamp, by a series of experiments extending 
across a period of two years, and in doing so accom- 
plished what everybody else had considered as _ vir- 
tually an impossibility. 





The Association Makes Good Use of Display Opportunities Featuring Its Containers and Bulk Goods Equally 
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Consistent advertising by the association which controls 
from 75 to 84 per cent of the California crop constituting 95 
per cent of the walnuts grown in the United States, has stimu- 
lated consumption remarkably. . When the campaign was 





One of the 125 Machines Used in Branding Association Nuts 


launched, the 5,000 members of the association were interested 
in bringing consumption to a parity with production possi- 
bilities and they succeeded beyond their fondest expectations. 
Meanwhile, production has leaped in other quarters, in Oregon 
and in Europe and Asia. Importers began to flood the country 
with foreign ‘goods, their volume rising from less than 
20,000,000 pounds annually to 45,000,000 in a matter of five 
or six years. Last year’s importations totaled 51,000,000 
pounds, much of these offerings being so packed that the 
consumer was led to believe that she was buying choice Cali- 
fornia nuts. 


Experimental use of the branding machine demonstrated 
that the housewife put stock in the diamond brand; so much 
so, that Philadelphia dealers, faced with a shortage of Cali- 
fornia Growers’ products two years ago when the crops were 
bad, declined to accept foreign shipments from New York 
importers at a like price, although the goods were of equiva- 
lent quality. They feared that they could not convince the 
Philadelphia consumer that the quality was identical and 
compelled the Gotham wholesalers to cut the price so that 
they could have a talking point. 


With precaution to insure 90 per cent soundness in the 
pack, and with an assured means for lifting its product 
above competitive offerings, the California Growers’ Associa- 
tion feels that the efforts devoted to developing its new dis- 
play medium have been well spent. 





CONSERVATIVE SHOE HOUSE DISPLAY CONVERT 


One of New York City’s most conservative boot and shoe 
shops, Dr. P. Kahler & Sons, recently changed their fixed 
policy against display backgrounds by enlisting the services 
of The Drelichs Studios, 232 West Fourteenth Street, New 
York City, in the preparation of a series of hand-made pos- 
ter designs that bring a blaze of-color and richness to the 
formerly unimposing window. 











For Holiday Window 


and Store Decoration 


Use a crepe paper that is guar- 
anteed full measurement, has a 
wide range of harmonizing colors, 
and will not sag. 


Hallowe’en, Thanksgiving and 
Christmas window and store trims 
of Tuttle Crepe Paper are beauti- 
ful, economical and easily put up. 


Send for samples 


THE TUTTLE PRESS CO. 
APPLETON, WISCONSIN 


TUTTLE 


CREPE PAPER 
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“Timberlake” joy waar 







your Christmas 
and to use through 
has a_ tremendous 
ity to your retail 
wreath closely re- 
will last from year 
from imported 


A knockout for 

window trim, @& 
your store. Also 
resale possibil- 
customers, as this 
sembles real holly, but 
to year, being made 
glazed miuslin leaves and red __soberries. 
Width of wreath, nine- teen inches. Electric set has 
eight Mazda bulbs, 8% foot extension cord and connec- 
tion plug. Three-inch red satin ribbon, tied in large bow. 

Write us at once for information, if interested, as trimmings 
are imported and we must know well in advance to insure 
having these trimmings on hand for your needs. 

We can‘“also sell you this special electric set and ring com- 
pletely wired, but without the trimmings, if you wish to trim 
with your own materials. Ask for circular on Electric Wreaths. 
Price of No. 50 wreath, as shown above, $39.00 per dozen, net. 


Price Card Stands, Colored Window Light Screens, 
Tee Stands, etc. Catalog No. 35-B 


J. B. TIMBERLAKE & SONS, Jackson, Michigan 


MANUFACTURERS OF DISPLAY FIXTURES 
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Are Window Contests Honest? 


Suspicion on the Part of Small Town Displaymen Strikes at ; 
Their Effectiveness—Fears Should Be Allayed 


By JOSEPH H. MARSHALL 
Display Manager, The Boersma Co., Chicago, Ill. 


HILE on my vacation recently I happened 
to have the good fortune to meet several 
of the good displaymen of the city stores 
of Michigan. I was in one large store 
talking over events with the displayman, 

a very brilliant young man with. the makings of a 
first-class artist. This young genius was working on 
a display for a national contest on a product whose 
manufacturer had offered very large prizes, and he will 
win one of the big prizes if he is given a fair show. 

He certainly had a wonderful setting and I told 
him that he had the right idea. But he was cynical. 
There would be no chance at the big prizes, he as- 
sured me, and his apparent -certainty caused me to 
feel him out. 

“We don’t carry a great stock at present,” he ex- 
plained. “The drummer told our buyer, ‘Well, of 
course, the bigger order you give me, the more chance 
your store will have in winning one of the big prizes. 
The biggest buyers stand the best chance and will get 
the first consideration, you know.’” 


I can’t sée how a manufacturer can sanction such a 
policy, because if the displayman ing the smaller cities is 
given a fair chance he will work all the harder for the uplift 
of the profession. God knows they try hard enough to win, 
and, to my way of thinking, they ought to get more con- 
sideration—just as much consideration as men more fortu- 
-nately placed who perhaps have better facitlities and better 
photographers, although: no better ideas. 


During the past few months it has been brought to my 
attention that a lot of small stores do not believe that they 
get a square deal in national contests. A few weeks ago, I 
was in my studio working on a contest display, when, to my 
surprise, a representative of the manufacturer promoting the 
contest came in. This was a little awkward, for no ethical 
window man likes to have his efforts broadcasted until his 
display is in his windows and photographed. But I made 
this man feel comfortable and conversation ensued. He 
commented on the interest which the contest had created, and 
as our talk drifted on I asked him if a certain store was in- 
tending to compete. His decidedly negative answer aroused 
my curiosity and I questioned him further. 


“The trouble seems to be that they think ‘That fellow 
Marshall, out at the Boersma Company, always gets the 
first prize and other fellows don’t get a fair chance,” he 
replied. 

I was, indeed, sorry to hear this as I am only in the dis- 
play game for the fascination I find in window trimming. 


I won first prize again in this instance, and it made me 
think about this subject. Our account with this manufacturer 
is so very small that this relationship did not influence his 
award, the third successive prize from this concern. But will 
my competitors believe this? 


I know that at times it seems that the big prize is thrown 
a certain way and it will always be apparently so until a 
plan can be devised that will render contests above suspicion. 
There is a foolproof method which I want to. illustrate: I 
won the sweepstakes contest in the I. A. D. M. convention, 
being perhaps the first exclusively clothing and haberdashery 


displayman to achieve this distinction. I am mighty glad to 
have been successful, because lots of windowmen are under 
the impression that the big awards go to the big department 
stores year after year. 

After the convention was over I approached the chairman 
of the contest committee and asked him who had won the 
sweepstakes. “The cup was awarded to this set,” he replied, 
pointing to my photos, in utter ignorance of the fact that | 
had submitted them. “We chose them after three hours oi 
study. Any displayman who can show his stuff and bring 
it up to those standards is a leader of his profession.” 

He didn’t know me nor my entry because in I. A. D. M. 
competitions the contest clerk returns all photos from which 
all marks of identification have not been obliterated. Photos 
are numbered and listed by these tags in an entry book, the 
contest clerk retains the book, and the contest judges make 
their decisions without any aids save the pictures. 

Adoption of the same plan would remove all possibility 
of taint from manufacturers’ contests and all competitors 
would be insured a square deal. No manipulation would he 
possible and merit would be the only measure of reward. 


Durability of Plate Glass An Issue 


In Choice of Windows Selection Should Be Based on 
Thickness, Texture and Insurability 





Following the rolling operation, the sheets of plate glass 


‘are ground and polished by a long process which involves 


treatment with ten grades of abrasives. Each of these 
abrasives is finer than the one preceding it, and the final 
polish is given by felt disks covered with rouge, a substance 
more commonly associated with the cheeks of the female of 
the species than with glass. This gives the product a crystal- 
like lustre never achieved by “window” glass—a lustre that 
adds greatly to the appearance of the store front or show 
case and to the display itself. 

The initial cost of plate glass is greater than that of 
“window” glass, but this larger initial outlay is more than 
compensated for by the greater strength and consequent 
greater durability of plate glass, and by the fact that, in the 
case of plate glass, it is posible by taking out insurance to 
eliminate the risk of financial loss through breakage. 

The standard thickness of plate glass for glazing pur- 
poses is a quarter of an inch, but it may be had as thick 
as one and a half inches. The standard thickness of drawn 
or blown glass is considerably less than a quarter of an inch. 
Quarter-inch-thick sheets of the former type of glass are 
produced which contain as much as 250 square feet, while the 
largest sheets of the latter type do not exceed twenty-five 
square feet. 

It is this greater thickness and greater strength of texture 
that make plate glass much less liable to breakage than ‘win- 
dow” glass. This is so clearly recognized that the insurance 
companies will ordinarily write policies only for plate glass. 
A further testimonial to the durability of plate glass is given 
by the fact that the insurance rates have fallen sharply: within 
the: last few years. : 

“Window” -glass finds its proper sphere of usefulness 
where light is the main consideration, where appearance and 
clarity of vision are of minor importance. It is to be recom- 
mended for glazing factories, pavilions, hot-houses, skylights, 
and: for other uses of a like nature. Plate glass, however, is 
rapidly superseding so-called “window” glass in dwellings, 
apartments, office buildings and hotels. For the display win- 
dow and the show case it is the only proper substance. 
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operating a 





SHOW-ALL WITH CURTAINS CLOSED 


220-222 North 13th Street 


SHOW IT 


WITH 


MOTION! 


The NEW Way to Dis- 

play Small Merchan- 

dise With Animation Is 
With a 


SHOW-ALL 
DISPLAY CABINET 


A miniature mechanical stage 
holding four display set-ups, 
automatically closing the cur- 
tains, changing the scenes and 


ing light effect. 


ARTISTICALLY DISPLAYS 
ANY SMALL ARTICLES IN 
THE MOST FORCEFUL 
MANNER EVER DEVISED! 


four-color chang- 


A DISPLAY IN THE SHOW-ALL 


WRITE TODAY FOR FULL INFORMATION 
PENN NOVELTY COMPANY 


Philadelphia, Pa. 
































Peerless Silk Plush 





7 West Third Street 





National Display F'abric Co. 


“Silk Plush of National Reputation’’ 


Prepare for an Early Fall Opening! 


New York City 




































HERE IS A REAL VALUE AT $59.60 


A Set of Genuine Walnut Fixtures No. 2-U 
Haberdashery Display Unit Consists of 


1—24” Plateau 2—24” Collar Stands 
2—18” Pedestals 3—18” Shirt Stands 
2—12” Box Stands 2—24” Shirt Stands 
2—18” Collar Stands 1—18” Tee Stand 


Carried in Stock for Prompt Shipment in Quincy Walnut Finish. 
Other Sets and Individual Display Fixtures 
in Twelve Distinctive Designs—For All Classes 
of Merchandise—at Correspondingly Low Prices 
Ask for Catalog No. 80-D 


Quincy, Ill., U. S. A. 
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Window Night Marks Fall Opening 


Montana Metropolis Ushers in Autumn With City-Wide Merchandise 
Showings With Over One Hundred Stores Participating 


By L. M. BABB 
Display Manager, Paris Dry Goods Co., Great Falls, Mont. 


HREE blasts of the city fire siren officially 
ushered in the Fall season in Great Falls 
on the evening of September 15. Promptly 
at 7:30 p. m. the whistle sounded and 
immediately throughout the business dis- 

trict, windows which had been covered for one or more 
days, were undraped and examples of what the well- 
dfessed man and woman will wear during the fall and 
winter months were exhibited to the public. for the first 
time. 

Unveiling of the windows and blowing of the siren 
were not necessary to convince the public that the Fall 
season was at hand, because autumn temperatures had 
prevailed throughout the day and shortly before 7:30 a 
typical rainfall started. Umbrellas were much in evi- 
dence throughout the evening. 

The drizzling rain_ failed to dampen the enthusiasm 
of the hundreds who appeared on the streets to view 
the latest of Dame Fashion’s offerings, for from the 
time that the curtains were removed from the windows 
until well after 9 p. m. the large crowd moved about 
from one end of the Central Avenue business section t9 
the other and journeyed to the side streets to see the 
displays. 

Strain Bros. Department Store and Beckman’s seized the 
opportunity to conduct style shows in conjunction with their 
displays. 

The latest modes in apparel for both sexes were shown at 
Strain’s, a numerous staff of models effecting the presenta- 
tion. Ten young women served as mannequins for women and 
misses’ garb, while four little girls presented children’s wear. 
The high school girl was modeled by a lone exponent of these 
styles, while five young men held the boards as illustrators of 
the correctly dressed male. Interpretative dancing by the 
younger artists added to the lustre of the scenes. 

Beckman’s portrayed the modes in clothing, furs and mil- 
linery, using ten pretty girl models in their exhibition, to 
which a large crowd was attracted. An elaborate setting was 
provided for the revue and the parade of the stylists was 
enhanced by the music of a competent orchestra. 

Six new French mannequins, which local newspapers de- 
clared “fascinating in their grotesqueness,” were the principal 
attraction media of my own windows. These recent arrivals 
displayed a group of carefully selected black hats, their silver 
and gold bodices offering a pleasing color contrast to the 
raven hue of the millinery. The figures were shown against 
a hanging of black sateen, on which 3,500 small crystals had 
been pasted, forming a glittering background that fairly 
dazzled spectators. 

Living room furniture and furnishings, including every- 
thing from rugs for the floor to pictures for the walls, occu- 
pied the corner window of Strain Brothers store. A floor 
lamp, radio, and a green leather easy chair with smoking 
stand of the same color, attracted the greatest comment 
from the spectators. One window was devoted to a display 
of hats, in the various shades of red, gloves, evening gowns 
and coats. Another was filled with footwear, another with 
chiffon velvet dress material. The latest styles in men’s 


furnishings, including ties, collars, suits, hose, shoes, belts, 
shirts, hats and overcoats, also were shown. These installa- 
tions were by Display Manager Roy Smith. 


Montana products were featured in the display of the 
Conrad Grocery Company. One entire window was given 
over to fruits and vegetables grown by Jim Billa, who lives 
on Sun River, near Great Falls, while the remainder of the 
display featured Sapphire flour, manufactured by the Mon- 
tana Flour Mills. 

A large bouquet of roses illuminated by a spotlight which 
changed colors at intervals was the principal attraction in the 
Kranz Flower Store window. 

A demonstration of the Cine-Kodak and Kodascope, ama- 
teur motion picture outfits, was made-in a window of the 
Rexall Store No. 2, movies taken in the. surrounding terri- 
tory being visible on both sides of a specially constructed 
screen. Another window of this store was given over to 
rubber goods, while a third contained a large display of 
magazines. 

Furniture styles of 1889 and 1926 were contrasted in an 
interesting exhibit in the windows of the Standard Furniture 
Company. Inthe 1889 section an old kerosene lamp, base 
burner, family album and furniture were shown, while the 
remainder of the display consisted of modern living room 
furniture. The inside ofthe store was filled with floor and 
table lamps of many sizes and colors, all of which were 
lighted and could be seen from the street. 

The development of the typewriter from 1890 to 1926 was 
illustrated in the display of the Great Falls Typewriter Ex- 
change, while the Remington Typewriter Company exhibited 
the- latest models of machines of that type. The latter dis- 
play was placed on an autumnal background, in which strewn 
leaves predominated. The Underwood Typewriter agency 
exhibited in its display the latest types of portable machines 
in addition to standard models. 

Upright and grand model pianos were shown in the Bar- 
ber Music House windows. A player piano on display was 
connected with two glass tubes, filled with colored liquids, 
which recorded the intensity of the tones produced. On a 
truck in the street outside the store was mounted a late model 
Columbia phonograph, on which selections were played to 
entertain the crowd. 

None of the ingenuity of previous years was lost in this 
year’s display of the Great Falls Meat Company. Various 
meat cuts, lard, and all kinds of dairy products molded artis- 
tically, combined to make a novel and attractive window. 

Equipment for the hunter and angler was displayed in the 
windows of the Great Falls Sporting Goods Company. The 
exhibit included rods and fishing tackle, shotguns, big game 
rifles, revolvers, ammunition, decoy ducks, hunting apparel, 
and a number of mounted small game animals. 

A fireplace equipped for burning gas, with an easy chair 
in front of it, was the feature of the Great Falls Gas Com- 
pany display. The entire window was flooded with a red light. 

An exhibit of freshly made chocolates, the product of 
Knight’s. Candy Kitchen, was in the window of this store. 

Over 115 stores participated in the celebration, and all 


‘produced windows that were creditable to their fields. Par- 
‘ticularly noticeable were the ambitious displays of the gro- 
‘ceries and markets, their entries showing a proomens ad- 


vance over the accustomed standards. 





MAY OPEN MORE OUTLET STORES 


If the experimental outlet store opened in Brooklyn re- 
cently by Bloomingdale’s, New York, is successful, more 
branches will be launched, company executives declare. The 
new establishment will present a means of disposing of sur- 
plus phonographs and pianos, radios, etc. 
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Salt Lake Stages Fall Window Show 


Displays, Live M odels, Mechanical Effects, Dancing 
and Bands Combine to Produce Memorable Evening . 


By ERNEST A. LAWRENCE 
Secretary, Salt Lake City Displaymen’s Club, Salt Lake City 


5 EILED windows all over town! Windows 
blinded with brown paper, smeared with 
soap, or simply cut off from view by the 
ordinary window curtains! ‘“What’s going 
on? Why this mysterious stir all over the 

business district,” queried the mass of Salt Lake folk 

as they plodded homeward on the evening of Sep- 

tember 15. 

A pall had spread itself over the downtown displays. 
The long panorama of mercantile pictorials had been 
covered for the remainder of the day as Salt Lake dis- 
playmen joined in launching a citywide fall opening 
night. 

All through the afternoon the windowmen worked 
behind these screens, and they were still toiling on when 
dusk fell. Then came eight o’clock, with the street 
lamps suddenly bursting into brilliant illumination, and, 
in common accord, curtains were raised, paper veils 
were pulled aside and soap was wiped off. Spectators, 
drawn downtown by newspaper promises of spectacular 
entertainment, gazed upon unusual display creations. 

Live models paraded in the windows of several of 
the larger stores, demonstrating hosiery in one instance, 
lingerie, house dresses and fur coats in others. And 
the crowds were there in their hundreds. At the hosiery 
store a crowd that averaged a thousand people swarmed 
about the windows all evening. At other houses which 
featured mechanical displays the interest was at equal 
height. 

“Open house” was maintained by several stores, and 
throngs were guided through their aisles to view their 
offerings free from the importunities of eager salesmen. 
Refreshment booths were opened, street floors cleared 
for dancing, and flowers and -souvenirs presented. 
Every means of attraction’ was employed to create 
friendly surroundings. 

The event was planned by merchants and display- 
men in conjunction with the Salt Lake Chamber of 
Commerce, and was purposely given a carnival tone. 
Pageantry and pomp, beauty and mystery were blazoned 
from the windows, but in the streets the spirit of the 
occasion was sustained by three bands, mounted on 
trucks, that patrolled given stretches of the downtown 
streets. 

To cap the evening’s entertainment, the Display- 
men’s Club engaged a dance hall in the heart of the city 
and staged one of the biggest dances ever held in the 
region. When the crowds tired of the window show 
they found their way up into this huge auditorium, 
bought tickets and danced to their hearts’ content. This 
diversion was very profitable for the displaymen, as it 
put several hundred dollars into their treasury. 

The “Fall Opening” was the second window fete 
0! the year, and was determined upon following the 
conclusion of the successful Spring opening. Here- 
aiter there will be kindred events-in the Spring and Fall 
0i each year. 
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dD 
nand Disp 


For double scocmeaiitiiaiatie any trans- 
_ parent sign at top of window glass, and 
effective lighting of display itself. 





Back of reflector has clear glass panel 
for transmitting correct amount of 
light to the sign. 


For any window where top of transparent sign is even with 
ceiling or at the level where reflectors are mounted. Send for 
complete description. 


PITTSBURGH REFLECTOR COMPANY 


304 Ross Street Pittsburgh, Pa. 
REPRESENTATIVES IN 26 LEADING CITIES 


“*Pittsburgh”’ 


REFLECTORS 
STAY BRIGHT 














._ If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You’re reading this issue and no doubt have 
found it offers a complete review of modern, 
up-to-date window and store display methods 
and experiences. You can’t get the full benefit 
from The DISPLAY WORLD unless you get 
it regularly, and the cost is only $2.00 per year, 
less than 17 cents per copy. Use this order 
blank TODAY. 


ORDER BLANK 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $2.00 for a year’s subscription to 
The DISPLAY WORLD, 12 issues, beginning with the next 
number. 


Nn BAL c a Ax Sue anie ead meukcuebieds we Ses: asteaas ee 


IMPORT ANT Add 10c to checks for exchange; 50c addi- 
tional for Canadian and foreign orders. 

























































30 THE DISPLAY WORLD 


‘ 


Appeal to the Passer’s Sentiment 


Mingle Artistic With Unusual Trims Giving Full Play to 
Topics of the Day and Public Will Be Appreciative 


By C. WALTER JOHNSON 
Display Manager, Dickson-lves Co., Orlando, Fla. 


N creating my displays I try to use the 

emotional appeal as much as possible as 

I believe that there is no other medium 

through which interest and sales can be 

developed with equal facility. By em- 

ployment of the artistic, sentimental themes, by mo- 

tign, color and refinement of merchandise and ‘set- 

tings, I strive to fashion something that is unusual 

and eye-arresting. Nor do I forget that women are 

the greatest buyers and that for this reason my appeal 
should be directed to the feminine sex. 

I do not play up the three chief seasonal events, 
the fall and spring openings and Christmas displays, 
at the expense of the rest of the year, but at all times 
seek to have the unusual in my trims. If I can get 
people to talk about my windows and to look for un- 
usual and out-of-the-ordinary spectacles, it is helpful 
to the store and creates sales. It is a type of interest 
that all displaymen should strive to arouse. 

Civic events and national holidays should be 
strictly observed. We should go out of our way to 
construct high-class trims for these ocasions. Re- 
sults fully compensate us for the time and efforts 
expended. 


While I am writing of national events to be ob- 





oh. 


oa 


‘Millinery, but With the Same Background Used Below 


served in the displays, I would like to add a word or 
so as to the display of “Our Flag.” There are many 
instances where I have seen the flag put out on a 
Monday morning and left there night and day during 
a “Fair Week” and never taken down until the fair 
was over. This is wrong, and should not be. It would 
be far better not to display the “flag” at all than to 
show such disrespect. 

Appropriate settings and backgrounds can be ob- 
tained with comparative ease if a little initiative is 

(Continued on page 59) 





Background, Cut-out and All of the Features of This Holiday Window Were Johnson’s Products—Inexpensive, Too 
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FREE IDEAS 


Yes, free as air—but positively invaluable to folks 
interested in EVERLASTINGLY BEAUTIFUL win- 
dow signs. 





It will be a pleasure to draw upon our experience 
in this field, covering a period of 44 years, for sug- 
gestions that will assist you in the proper advertising 
of your merchandise. 





Upon request we will gladly submit ideas for cast bronze or composition metal signs, name plates, card 
holders, frames, etc——whether you need one or as many as one thousand. 


BRONZE BUSINESS BOOSTERS 


Newman Bronze Signs are the first choice 

- on and national advertisers BULLETIN BOARDS AND DIRECTORIES 
Ww ; 3 i 

From pattern to packing case they receive the sr Rn hove Hinices re — brass or 
same treatment at the hands of true artisans ronze frames. ozens of sty es. 

d as the finest ‘piece of jewelry. “NEW MANCO” BRASS RAILINGS 
Our definite guarantee fully protects you. 
Write for our latest catalog of bronze win- 

dow signs and the free ideas for mediums that 
will boost your business. 





—built extra sturdy to weather hard knocks and 
the ravages of Time. 











Representatives Wanted Everywhere Display Services: Write for Discounts 
THE NEWMAN MAN UFACTURING CO. 
Founded in 1882 ' 420 ELM ST., CINCINNATI, OHIO 
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HY DOL PLUSH 
Windotrim Fabrics Co. 


WHAT DO YOU NEED? 
Order Now for Fall Delivery 











PLUSHES ~ VELOURS SILKS 
METALLIC CLOTH HEARTSTONE FLOOR CLOTH 
36 East 21st Street New York City 





























— First, 
ox Last and 
cao Always 
KLEE 
bie Fixtures 
KLEE Display Fixture Co., Inc., Mfrs., 172 Atlantic Ave., Rochester, N. Y. 
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Display 
World 


FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


Service Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 
anything in the display line in which you are inter- 
ested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have 
the information you want on file, we'll find out for 
you. Avail yourself of our incomparable service 
facilities without cost or obligation. This service in- 
cludes an analysis of any display problem. 


Oj Air Brushes 1) Plaques (Window) 
CL) Animated Signs (] Papier Mache 





(J Art Prints and Specialties , 
Reproductions (1) Plastic and Composi- 
CJ Artificial Flowers tion Pieces 


(1) Plushes and Velours 

) Price Cards—Tickets 

(] Price Ticket Holders 

(_] Reflectors 

(1) Revolving Display 
Tables 

(] Screens (Background) 

_] Socks—Window 

(1) Show Cards 

] Show Card Schools 

(] Cabinets—Revolving (.] Show Card Service 

(] Card & Mat Board (1) Show Card Supplies 

{] Cardwtiters’ Materials (J Show Cases 

[] Cash Carriers (_] Show Case Lighting 

C] Chairs and Seats _] Signs—Card Holders 

C] Color Lighting (_) Signs—Brass and 

C) Counters and Shelving Bronze 

(J Crepe Papers CL] Signs—Electric 

L) Decorative Papers ] Signs—Wood Letter 

(J Decalcomania C} Stencil Outfits 

0 Display Furniture C) Stock Posters 

C1] Display Forms (_] Store Designing 

(1) Display Racks C) Store Fronts 

(J Dividers—Show L) Time Switches 


J Artificial Snow 

CL] Art Screens 

CJ Art Studies 

C) Backgrounds 

_] Background Coverings 
C) Books on Cardwriting 
[] Books on Display 

(] Books on Draping 

CL] Booths and Floats 
C1) Brushes and Pens 


Window _) Valances 
00 Drawings and [] Wall Board 
Paintings [] Wax Forms—Figures 


(] Wickerware 
Specialties 

1) Window Displays 

{J Window Display 
Service 

() Window Drapes 


(] Drawing Boards 

(1 Exhibit Displays 

(] Fabrics and Trimmings 
(J Fixtures 

(] Flags and Banners 
(1) Hammers—Window 
(] Lamp Coloring CL] Window Lighting 
1) Lighting—Equipment [.] Window Shades 
CL) Lithographed Displays ‘] Window Trimming 
(1) Natural Foliage Schools _ 

C- Pageants and Exhibits (J Wood ‘Carvings 


C1] Do You Wish a Copy of Their Catalog? 
[] Do You Plan to Remodel Your Store Soon? 
L] Do You Plan to Build a Store Soon? 


Name of Firm--.--- ee 














MAIL TO 


The DISPLAY WORLD 


CINCINNATI, OHIO 
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Finest of Interior Equipment Here 


Yowell-Drew Co., Orlando, Fla., in Third Expansion 
During Twelve Years Evolves as Trade Palace 


HREE expansions in twelve years with the 
final enlargement resulting in transforma- 
tion into one of the leading department 
stores of the South is the record of Florida 
growth reflected in the advance of the 

Yowell-Drew Co., Orlando, Fla. 

In the early nineties Norman Yowell launched a 
store at Orlando and it slowly began to evolve into one 
of the town’s leading houses. Gradually population 
increased necessitating enlargement’ and the establish- 
ment grew apace until in 1914 a four-storv building 





View of Oriental Tea Room on Mezzanine Floor 


was erected. Large as this seemed to be at the time, 
inthe course of the next five years, the pressure for 
more space became so severe that another story was 
added. 

In the fall of 1925, Orlando’s progress again forced 
enlargement and an annex of three stories was begun. 
The entire store was. remodeled, the finest of interior 

bas ad Yokes be rgd 


Looking Down Main Aisle Toward Rear of Main fr ioor 
equipment being installed. Windows and cases alike 
employ the very latest modes of ware presentation, 
lighting effects are well chosen, and the departments are 
arranged to provide the utmost in comfort and service 
to quality patronage. 

In the hosiery department, glowing color from the 
shelves attract one’s eyes on strolling in the Central 
Avenue entrance. Special cases for sportswear, and 
chiffon, help to make the selection easy for the shopper. 
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Meyercord Decalcomania Window Signs 
That Tell Where Your Merchandise is Sold 


One type of display that most often performs its intended service is the MEYER- 
CORD DECALCOMANIA. 


There is a universal sales appeal in a MEYERCORD Window Sign. Its bright 
colors and depth of background make your trade name stand out—clear, 
concise, distinct. 


Some of its advantages are: 


Ist. It can be seen a greater distance than the average window display. 


2nd. It goes on the window and stays there—until it is desired to remove it. Does not 


3rd. 
Ath. 
5th. 
hike 
7th. 


8th. 


Meyercord merchandisers and artists are thoroughly grounded in advertising and 
draftsmanship. We will create or develop an idea for you and show in color 
sketch, with estimate, without obligation. 


; Ty Ragan oo 9a ee re 
THE MEYERCORD CO., 
THE MEYERCORD CO. es 
133 W. Washington Street © 
CHICAGO 
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have to be put in position each time a trim is changed. 

It is easily applied. 

It can be washed over. 

It is high class. 

It ties up national advertising with the ‘buying moment.” 


It is used by such leading national advertisers and manufacturers as Pierce-Arrow, 
Packard, Studebaker, Buick, Mobiloil, Victor Talking Machine Co., Interwoven 
and Holeproof Hosiery. Gold Medal Flour, Miller Tires, Mallory Hats, Life Savers, 
Charles Freshman and Zenith Radios, Oil-O-Matic Heaters, Bon Ami, Quaker 
Oats, Whitman's Chocolates, Maytag Electric Washers, Robbins & Meyers Fans, 
Hart, Schaffner & Marx, Kuppenheimer and Society Brand Clothes, DeLaval Sepa- 
rators, A. & P. and National Tea Companies, Coca-Cola, Sherwin-Williams 
Paints, Shur-On Eye Glasses, Mail Pouch Tobacco, Battle Creek Food Products, 
Frigidaire, Eureka Vacuum Cleaners, Alabastine, Union Pacific Railway, Patrick 
Duluth Sweaters, Stewart-Warner, Holsum Bread, and many others. 


It is economical. 










Without obligation to us, please furnish color 
sketch for window sign according to attached 
instructions and estimate on............M 





34 THE ‘DISPLAY WORLD 


October, 1926 


Banishing Stone Background Bogey 


Stolid Blank Aspect of Windows Results from Lack of Planning— 
Lore of the Past Suggests Interesting Treatments 


By E. P. BEHLES 


E. P. Beliles 


ISPLAY . mana- 
gers, architects 
and interior deco- 
rators have a 
common desire 

to fashion beautiful creations 
that will enlist the interest and 
wirt the approval of the dis- 
criminating public. In com- 
mon, too, they face the handi- 
cap of lack of understanding 
concerning the objectives and 
the possibilities of their work 
on the part of those they serve. 
Noble ambitions are frequently 
defeated or jeopardized by 
laymen in high positions who 
are unable to grasp the values 
of composition, material, color 
or motif. = ae 
In designing show windows, = 
the effect of, the permanent 
background upon the merchandise which is to be placed 
before it is often not fully realized. The store execu- 
tive knows that the trend of the moment is to imitation 
stone, often erroneously classified as caenstone, but, 
beyond the realization of this vogue, his knowledge of 
its uses and development is vague. His lack of infor- 
mation occasions no lack of trouble for architect and 
display manager alike. 
Caution in the handling of stone backgrounds 

essential, for in their usual design there is a monotony 
that must be checked by revolutionary methods. Most 











& Co., Commercial Architects, Memphis, Tenn. 


_ ~ 


ALTERATIONS TO-SHOW: WINDOWS FOR COHEN - JACLSONVIGGE, iA: 


of the stone backgrounds of the moment are identical 
in construction; there is little attempt at exclusiveness 
in design or departure from the accepted forms. 

Generally the design- is meaningless, expressing 
neither a definite architectural motif nor a well-devel- 
oped architectural period, consequently holding nothing 
of interest to the mass of passers. Such types can sel- 
dom be saved from their dullness by introduction of a 
small ornamentation or motif. 

The display profession cannot be elevated to its 
proper pitch of esteem and prestige until the concerted 
voice of display managers 
makes it plain to store execu- 
tives that there is a place for 
art, pure and undefiled, in the 
store window, and that one of 
the primary moves in this di- 
rection is the creation of back- 
grounds in which the dignity 
and symmetry of authentic 





























ALTERATIONS. 10: SHOW WINDOWS .FOR.. COHEN - BROS —SACKSONVIAG: bh. 


architectural style are em- 
ployed. 

The opportunity for pro- 
duction of distinctive and ex- 
clusive designs in this field is 
limitless. Interiors of windows 
may be fashioned to represent 
the walls, gates, etc., of Italian 
gardens, Spanish patios, Moor- 
ish courts and Egyptian tem- 
ples, or the naive of an Eng- 
lish or French cathedral may 

(Continued on page 35) 
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A Different Type of Style Show 


Stewart's, of Lomsville, Turn Store Over to Charitable Society 





Which Conducts Show to Augment Its Split of Profits 
By CHARLES R. ROGERS 


ENTUCKY’S traditional chivalry found 
new expression in April in the coopera- 
tion extended the Junior League of Louis- 
ville by the Stewart Dry Goods Company. 
To these young society women the execu- 

tives of the Stewart Company offered the use of their 

store and a share of their sales for a day as a means 
of raising money for the support of the league’s chari- 
table enterprises. 

With the characteristic sympathy of womanhood 
for the distressed and afflicted, the members of this 
society quite a while back established a “Rehabilita- 
tion Shop” at 724 South Fourth Avenue, Louisville, 
where men and women, unfitted through illness for 
their former occupations, were taught to support 
themselves by such crafts as basket weaving, making 
of rugs, book shelves, fire screens, and other attractive 
things. To this the league added maintenance of a 
salaried occupational therapy worker for crippled 
children at the Baptist Hospital as well as furnish- 
ing clinic assistants and clerical workers in conjunc- 
tion with local social agencies. They also provide 
recreational programs for various institutions. 





The Stewart offer fitted into their plans splen- 
didly, giving them both money and publicity and 
they hastened to whip an organization into shape 
that could cope with the responsibilities of the occa- 
sion. 

On April 28, Stewart officers and department man- 
agers stepped down from their places and yielded 
them to members, who assumed complete control for 
the day. 

Members of the league acted as “hostesses,” se- 
lecting and selling merchandise on all floors and in 
every apparel and accessory department. Officers of 
the league took over the executive positions and as- 
sumed their respective titles. 

A regular meeting of the league staff impersonat- 
ing the regular officers was held at nine o’clock in the 
morning, and the members were assigned to their 
tasks for the day. Advertising and art work for the 
occasion was prepared by the league. 

The principal feature of the day was an afternoon 
stvle show staged by the society, in which members 
appeared as models. In the spacious apparel shop on 
the third floor an informal revue was greeted by an 
audience of over one thousand. The handling was 
informal, the trend in style being illustrated by gowns, 
wraps, sports attire, hats, shoes and accessories which 
were worn by mannequins chosen from among the 
younger members. As each girl promenaded down 
an improvised aisle, a member announced her name. 
Twenty-five costumes were displayed, including five 
afternoon frocks, five sports frocks, five dress coats, 


five evening wraps, and a similar number of evening 
dresses. In conclusion, a bridal party was depicted, 
complete save for the groom and best man. 

Direct mail publicity in advance of the event in- 
cluded a special letter written on league stationery 
and signed by its officers, which urged friends to come 
out on the sale date and give their support to the 
movement. 


To further interest in their mode of relief for the 
disabled, the league also demonstrated rug and bas- 
ket weaving. Workmen. employed by the rehabilita- 
tion shops were brought to Stewart’s by the league and 
gave demonstrations of rug and basket making during 
the day. 

The usual type of merchandise windows was used 
and bore their part in making the venture a success. 
Louisville newspapers recognized its news value and 
showered the league with publicity. Flaring pictures 
of the improvised store staff were published, and Miss 
Chastine Sprague, who portrayed the style show bride, 
was pictured with her maids in all the splendor of their 
bridal finery. 





Banishing Stone Background Bogey 


(Continued from page 34) 


be suggested through resort to Gothic architecture. 
These creations should faithfully follow the style 
chosen, with but such modifications as the circumstances 
of the situation compel. 


Stanford White, the noted architect, won his repu- 
tation not only by originality, but through his conver- 
sion of the best Italian architecture to modern building. 
The classic lines and the grace of his structures are 
universally recognized and appreciated. 


Resort to the wealth of ideas which lie in architec- 
ture will bring to the show window a beauty and a dis- 
tinction that will banish the dullness and emptiness of 
the modern stone background. If the display manager 
can make his influence a determining factor in the 
choice of designs and will work manfully for greater art 
values in his backgrounds, his windows will gain in 
appeal and in productiveness. 


NEW STOCK ELECTRIC SIGNS ON MARKET 


Electronos Corporation, 222 West Thirty-fourth Street, 
New York City, have recently brought to a successful point 
of production new stock electric signs for window display 
that can be used with or without flashers. These are suit- 
able for restaurants, cigar stores, drug stores, motion pic- 
ture theatres, etc. A new type of white and colored bulb 
is used which is pencil shaped and from three to five inches 
long, containing a filament of corresponding length. They 
are imbedded in channel letters spelling the words and 
make an exceedingly attractive effect. 
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Timeliness Is the First Essential 


More Than Half of Success of Window Offering Is Derived 
from Choice of a Proper Time for Showing 


3y ROBERT E. HAYNES 
Display Manager, A. May & Sons, Grand Rapids, Mich. 


HE first essential 
in creating con- 
sumer interest in 
our displays, in 
my estimation, is 

an original fashion of present- 
ing timely merchandise to the 
beste advantage. Timeliness 
will account for more than 
half of the success of the aver- 
age window, its appeal to util- 
ity, its faculty for clinching 
the half-formed intention to 
purchase giving it a power in 
excess of any other medium 
of advertising. 

All of the maxims with re- 
gard to selling motives that are 
drilled into the mind of the 
specialty salesman hold good 
in ordinarry retailing and ad- 
vertising, although the strong, 
creative, desire-producing “‘sell- 
ing” is not used frequently 
enough. The appeal of utility 
is the primary urge, and when 
this is apparent without expla- 
nation the actual sale is simply 
a confirmation of the buyer’s 
buying resolve. But between shaping of this decision 
and the actual purchase there is an interim that may be 
affected by scores of causes. Buying of a spool of 
thread or a water bucket is not likely to impress: the 
prospective patron as strongly as acquirement of a living 
room suite. For a week he may forget each day in suc- 
cession that he needs the bucket ; if, however, he sees a 
display of buckets, his need is instantly brought to mind 
and the sale is made. 

Merchandise should be featured for any or all 
of the following reasons, viz., because it is beautiful, 
new, necessary, at a special price, as a style feature, 
or because it is superior to any other product of its 
nature on the market. 

After deciding what merchandise to display, stick 
to that one article of merchandise and see that when 
your display is finished the one idea which you in- 
tended is put across; of course, a few accessories 
may be used to enhance the feature shown, but in no 
way should they detract from the main object. 


Concentration on one idea with an uncrowded 
arrangement of any display is better than an over- 
crowded display of many articles, as in such a dis- 
play your idea is not visualized by the consumer force- 
fully, although in special gift displays this is not 





Garter Display by Mr. Haynes Using Blue Hangings and Blue and Yellow Cards 


always the case, as at Christmas you are displaying 
from the angulation of suggestion. 

The complete display should be well balanced, 
not necessarily a geometrical balance, although this 
is permissible with one article or group centered and 
hoth sides of the display arranged the same. 

The writer prefers to use unusual balances, such 
as broken balances, circulars, triangles and the cir- 
cular and iriangular balances combined. I make no 
pretense of explaining balance because I believe that 
each displayman should work out his own style. 
However, anyone interested can secure information 
on balance by studying books on pictorial composi- 
tion which can be procured at most public libraries. 


Study of the old masters as well as the new will 
lend valuable ideas in massing colors. The display 
should have a color scheme which is harmonious and 
pleasing. Your merchandise, the wrappers or con- 
tainers in which it comes, will offer this clue and also 
the phrases to use on your window card advertising. 


And first and last—the display should have sales 
producing power, as this is the final test of a suc- 
cessful display. A sales-producing window combines 
all of the other requirements of successful salesman- 
ship and advertising. 
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The Infants’ Window Display Background was designed and produced on the Cutawl by Mr. F. J. Daley, 
Display Manager for the Quackenbush Department Store, Paterson, N. J. 


The Cutawl produced this Background in One day 
instead of in 4 to 5 Days--by old hand-saw Methods 


Again and again the Cutawl proves its cost-saving worth. 


Month in and month out, it 


more than pays back its first cost, by saving the valuable time of display men and by 
ceiving them the opportunity to accomplish more important things than doing merely me- 


chanical labor. 


No one knows better than the progressive display man how slow and tedious it JS to cut 
out window backgrounds of this character. 
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THE INTERNATIONAL 


CUTAWL? 


Is the modern high-speed machine that you have heard and read so much 


about. 


It operates as easily as a sewing machine. 


It cuts out the designs 


you create and it cuts them out of wallboard, cardboard, leather, tissue or 


paper. 


several days and does better work. 


It does in one day as much or more than you could possibly do in 


It saves your time. It saves real money 


and will practically pay its entire cost to you in a few short months—in the 
saving of time, labor and material costs alone. 


(PROVE its 


if you act promptly. 


test and demonstration. 











Let the CUTAWL save Your Time 
and Energy in the same way--- 





worth by a 15-Day Free Trial) 


You can put the Cutawl at work on some of your Christmas display backgrounds now, 
You can prove the worth of this machine—and learn its tremen- 
dous time and labor-saving advantages without the slightest risk. Our 15-day Free 
Trial offer gives you this opportunity. 
convince you of the importance and helpfulness of the Cutawl’s service like an actual 


Nothing we can say or write will so surely 


Be prepared for the busy season ahead. Write today. Let 


us send this high-speed machine to you NOW, so you can quickly produce some of the 
special Holiday designs you are now ready to cut out. 


The International Register Co. 


13 South Throop Street, Chicago 


Simply address 
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How Consumer Regards the Window 


Test of Public’s Interest in Advertising Media Conducted by 
Wisconsin Newspaper Reveals Display’s Potency 





sales. 





WHAT THE PUBLIC WANTS FROM RETAIL MERCHANTS 


Some highlights revealed in the analysis of the returns to the questionnaire sent out to consumers in the Janesville 
retail territory are summarized in the following tabulation: 


Janesville Other Towns Rural Districts 
Per Cent Per Cent Per Cent 
Read local: advertiseménts” “reralarly” 363503... cs oe 67 57 60 
Like comparative price statements (of “before-and-now” type)....... 60 80 65 
Prefer national brands, merchandise being equal in quality and price. . 54 63 59 
Lack confidence: in “Sales. ose os os Se ee Re ae ee eerie 55 46 49 f 
Prefer to buy at regular prices when they need the merchandise...... 77 75 62 
Read manufacturers’ Bdvertising..-. 6566s SR eae eae 75 77 re 
Wateh wine Glee. 6 65s: is aS as eee 72 78 64 
Like: price tage: in--window. displays 3... Otek es 80 92 82 
Think Janesville does NOT have too many stores................2... 67 85 72 


There is a feeling that inefficient store clerks should be eliminated and good ones better paid. The suggestion was 
made that salespeople should be paid on the basis of the satisfaction given to customers rather than on the volume of their 


In Janesville, 73 per cent felt they had always been fairly reated in the mater of returns; 15 per cent felt they had 
not. Janesville residents are under the impression that Janesville prices are not a slow as prices elsewhere. Residents 
of other towns feel the same. But residents of the rural sections believe the Janesville prices aare as low as anywhere. 

Two-thirds of the Janesville residents think its stores are “good,” and one-third consider them “fair.” The other 
towns and the rural sections feel approximately the same way about it. 

A high degree of belief in the truthfulness of the advertising of Janesville merchants was indicated, but not quite 
so high in Janesville as in the other towns and country sections. 

Fewer than 8 per cent replied that they buy from mail-order houses without comparing prices with those of the local 
stores. Fifty-nine per cent stated definitely that they do make such comparisons. The rest failed to answer this question. 








HE interest which the average consumer 
manifests toward the store window is 
strikingly portrayed in the statistics devel- 
oped by a survey of newspaper readers 
within the Janesville, Wisconsin, trade 

radius. Conducted by the Janesville Gazette in con- 
junction with the retail merchants, the sweep’ of the 
inquiry was thorough and the facts that were uncovered 
will be of invaluable importance to the retailers of the 
region as they plan their merchandising campaigns for 
the future. 

If any Janesville merchant doubts the value of his 
displays, the results of the survey should wipe out his 
fears. It is significant to note that 72 per cent of the 
Janesville replies to Question 10—‘“Do you watch the 
store windows for things you need?”— were in 
the affirmative ; 78 per cent of the replies from adjacent 
towns confessed close attention to the windows, and 64 
per cent of the farm population admitted kindred 
interest. It can thus be seen that never less than two- 
thirds, and usually more than three-fourths, of the 
potential patrons of the community stores watch win- 
dow advertising carefully and base their purchases upon 
its offerings. It is easy to assume that, in addition, 
there are many more who, while not realizing their de- 
pendence upon windows, draw much of their buying 
inspiration from them. 

Another interesting phase of the survey was the 
attitude revealed with regard to the use of price tickets 
in the window. A large percentage of the people prefer 
to see the prices on the merchandise which is displayed. 
This is the position taken by over 80 per cent of the 


Janesville replies. In smaller surrounding towns the 
totals favoring tickets rose to 92 per cent, and in 
the rural districts 88 per cent were favorable. 

It would seem that people have a pretty definite 
price range in view in buying their goods, and that the 
comparison of values is made within this scope. Those 
who balked on the price card did so because they de- 
clared that it gave their friends and neighbors an oppor- 
tunity to learn what they paid for their goods. A care- 
ful study of this subject would probably show that this 
is particularly true of women in buying their clothing. 
This indicates a very real danger for ready-to-wear and 
millinery shops that place price tickets on their goods 
early in the season, when the appeal is based upon style 


and novelty rather than on price. 


The inquiry sought to draw out the principal facts 
governing modern retailing, and succeeded in no un- 
certain manner. The outstanding features of public 
attitude are shown in an accompanying box, in which 
the influence of the window and other forms of adver- 
tising are noted. 





WINDOW DISPLAY ENTHUSIAST SWAPS JOBS 


Leaving the post of assistant to the president of the 
National Association of Employing Lithographers when a 
change in officialdom loomed, C. S. Clark, long recognized 
as an efficient organizer of commercial and trade associa- 
tions, has assumed charge of a movement to further candy 
sales by a huge national-wide display and dealers’ helps 
campaign. 

He is now with the National Confectioners’ Association 
and is raising a fund of $1,050,000 to handle the project. He 
reports that over $750,000 of this has already been pledged. 
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Mr. Display Manager! Sell the Holiday Spirit of Your Store With a 
Blichs 
a e & 
Artistic Ready-to-Letter Christmas Show Cards 
Highly artistic in design—delightfully Christmassy, If you will compare, you'll find our prices 30 to 40 
harmoniously beautiful in coloring and suitable for per cent lower than other dealers. These beautiful 
any line of merchandise. cards printed in natural Christmas colors: 
Printed on first quality Size 214x314 Size 314x5l4 Size 514x7 Size 7x11 Size 11x14 
white show cazd board. 100. ..4. .$ .85 r mee ee a5. ae 2. eee S:....: Sa 
BO 9.60 Ree 1.40 SO eo EO i ey 2 1 Wee 2, =e 
ee eee Oe: 2: OS a OA... .... 478 100.9... 580 4 
400-2 >: $00 fu... 480 A... 4... GES | | re ZOO. 2... 1680 
BOG keene OO. 2a. GAO. “SE: > SFO.” SOR... .... 139.95 (00... :.: : 16:00 
ie. ee Se :... Se SE. a Bee) 58... ... .. ae @g 
A ments: 
Special ssortments: 
ASSORTMENT D ASSORTMENT C ASSORTMENT B 
100 . Size..2%x 3% 100. Size..24%4x 3% 200 .. Size. .24%4x 3% 
a OS 34x 5% Sf aoe 34x 5% 2... >... ae 34x 5% 
25s. oo. Bie): SA x 7 So ave Ses F - eee 5x 7 
Oe ee, eee wee: | - S0).2, tere ee Pe [| | Eee enemy |) 
BS on eeee:. Pets SO 22 ncn Smee... BE 14 SOs. 25.55... 3 Serer. Bw 
200 Cards | 300 Cards 450 Cards 
for oly $6.75 | for only Fa $9.75 for only 9a $12.75 
Order from This Ad BD (@@a Nee 
or Address Drawer 437-W for GALESBURG, ILL., U.S.A 
Free Samples Sheet in Colors. ee PG Be the Core 3 
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LOUIS XVIth Samia # FOOTWEAR and HOSIERY 


LOUIS XVIth DESIGN | 





are rapidly becoming more and more impor- 
tant factors in correct dress for Fall. 


Onli-Wa Display Fixtures 


set off your hosiery and shoe dispays in the most 
effective and space-economizing manner. Write to- 
day for information, HOSE STAND 








Quality and Originality 


ete The ONLI-WA Fixture CO. 


| ss SHOE FIXTURES ST. PAUL AVE. Dept. D. W. DAYTON, 0. Reg. U.S. Pat. Of. 

































WE MANUFACTURE 


ALANCES and DRAPERIES 


received from our mills a THAT MAKE YOUR STORE 
new range of attractive, easy-draping WINDOWS ATTRACTIVE 
fabrics for beautifying your windows. A few timely Sisto: Chaiy Wi Seas ite Skeet | 
: : ‘ ew ideas 1 r | 
suggestions : PROVE Satisfactory to You. | 


V elours—Rayons—Floor Cloths Send Us Your Window Measurements and We 
Write for Samples NOW! Will Forward Sketches, Samples and Estimate. 


MAHARAM TEXTILE CO.1 Inc: YOURS FOR SERVICE | 
107 WEST 48TH ST. NEW YORK CITY CROWN CURTAIN Co. | 


N. B.—Display Fixture Houses Desiring a Side Line, Write for Plan 81 FOURTH AVE. NEW YORK CITY | 
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Ultimate Mission of Window is to Sell 


This Purpose Should Dictate the Form Which the Display 
Takes and the Character of Its Accessories 


By HAROLD SIMPSON 
Display Manager, David Spencer, Ltd., Nanaimo, British Columbia 


HE ultimate mission of our present-day 
display windows, directly or indirectly, is 
to sell something. Different displaymen 
propound various theories and ideas. as to 
thé most effective ways of presenting and 

selling through the show window. Some of these the- 
ories sacrifice all to the one main idea, relegating others 
to the waste basket. Most of them are supoorted by 
convincing arguments in defense of their selling poten- 
tialities, and usually they are sound and feasible. 

As a rule, presentation of any type of merchandise, 
commodity or whatever is to be sold, should be gov- 
erned to a large extent by the character of the store or 
community catered to. Yet certain classes of goods 
require a particular manner of exploitation. In other 
words, the whole realm of merchandising cannot be 
governed by one set display rule, but there are ideas 
which, combined, shape a formidable battery that may 
be used to good advantage in most localities and in most 
lines of merchandise. 

First in our consideration comes the idea of stop- 
ping the passer, of arresting his attention and piquing 
his curiosity. “This must be accomplished before any 
sales appeal can be put forth. How to stop the busy 
crowds is the greatest problem of the display artist 
today. 

It is no easy matter to induce the passer to consider 
your display in preference to the hundreds of others on 
all sides. To gain undivided attention, your window 





Home-Made Mannequins Fashioned from Wallboard; Circle 
Is Sacking Kalsomined in Grey and Brilliantly Figured 


must first attract by its portrayal of something different 
—startling, compelling, something that will attract at- 
tention immediately and hold it long enough for you to 
“put over” your wordless message. Of-the mediums at 
the command of the display artist in this attempt, mo- 
tion, color and light are worthy of special consideration. 
All of these have their own good points, and, properly 
used and directed, will serve as the prime requisites of 





A Clothing Display by Mr. Simpson Using Green and Gold 
Finish Wallboard Arch and Black Velour Curtains 


attention-getters. Color lighting in particular should 
receive the consideration of all displaymen. It is a 
potent force that is immediately attractive and attention- 
compelling. 

When you have stopped your prospective customer, 
your next consideration is to present something in your 
display to hold him for the time required to put over 
your sales argument. Here you must depend upon 
backgrounds, settings, color effects, novelties, and the 
selection and presentation of your merchandise. Much 
has been said for and against the use of the background ; 
usually it is the merchant who answers in the negative 
when backgrounds are proposed. Some of these men 
have fixed ideas that a background detracts attention 
from the merchandise, a logical conception if it is so 
elaborate as to overshadow the goods, yet— 

Can you imagine yourself sitting in a theatre view- 
ing a play in which the actors move in front of a back- 
drop void of color or design? “Very uninteresting,” I 
am sure you will agree, and if you are frank you will 
admit that your merchandise shown likewise is equally 
handicapped. 

As the painted scenic backdrop of the stage provides 
atmosphere and life for the play, so your window back- 
ground should link with, enrich your merchandise, and 
set it off to the best advantage, making it desirable in 
the eyes of the shopper. There is no doubt that the 
majority of displaymen agree on the potentialities of 
backgrounds as.an aid to better display. 

Then comes the selection of your merchandise. For 
many years display artists have been fighting against 
the idea of overcrowding windows, contending for lim- 
itation of the articles shown to a selected few, and today 
this idea is acclaimed as the acme of display perfection. 

The.arguments against window crowding are legion 
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and logical. An overcrowded window presents nothing 
tangible to the passerby; it is usually a meaningless 
‘umble, confusing, to say the least, and rendering selec- 
tion difficult. 

Instead of trying to crowd a dozen lines of mer- 
chandise into a given space, the modern idea of central- 
izing efforts upon one particular line is, to my way of 
thinking, far superior in every way. In this particular 
manner commodities can be exploited artistically and 
with greater force. The unit idea of display is by far 
ihe most effective and up to date. It consists of isolat- 
ng one particular group or groups of articles and focus- 
ing the vision of the shopper upon them. 

This brings us back to our primary objective—the 
purpose of window display. The ultimate goal of our 
efforts in merchandise presentation through the shop 
window is to create a demand which can be easily trans- 
lated into sales. 





Keeping Advertising in Good Health 


The Very Best Campaign Cannot Withstand the Ills of 
Products Packed in Shabby Cartons 


By WILLIAM J. O’DONNELL 
Manager, A. Fleishacker & Co., San Francisco, Cal. 


F you would keep your advertising in good health, 
give careful attention, to the character of your 
carton. The best designed carton in the country 
will not build up a market for inferior merchan- 

dise, but a poorly designed carton will retard the sale of the 
best merchandise, however well advertised. 

Every manufacturer meets his customer, in¢proxy, through 
the package by which he distributes his merchandise. If the 
package is crudely designed,, it lacks both sales appeal and 
friendly greeting. 

The folding carton or package in which the product is 
packed for delivery to the consumer offers a valuable field 
for “conservative” advertising, which merits the attention of 
every carton user. 

You will note I used the words “conservative” advertising. 
While I believe all constructive advertising copy is conserva- 
tive, I wish to distinguish between billboard and magazine 
advertising and advertising copy appropriate for the carton. 

The difference I have in mind is just this: Billboard and 
magazine advertising is worded and designed primarily to 
create a consumers’ demand for a certain article. It may be 
an article of merchandise already well known to the public, 
or it may be an entirely new article, of merchandise. Be that 
as it may, the advertising appeal is for the purpose of creating 
a consumers’ demand, or maintaining a consumers’ demand 
already established. : 

The attention of the consuming public is directed by the 
advertising, let us say, to a certain brand of breakfast food. 
The manufacturer has sought out and paid for the best adver- 
tising specialist to put over his campaign; so far so good, and 
everything goes over with a “bang.” 

Up to this point the carton or package, insofar as the con- 
suming public is concerned, has not entered the scene at all, 
but what is the next step? The housewife, having become 
interested in the certain brand of breakfast food by reading 
the advertising appearing in her favorite magazine, purchases 
a package, and from this point on her every attention is 
directed to the package. In appearance, does it represent all 
the virtues supposed to be contained within its contents? Con- 
sciously or sub-consciously, the contents of the package, for 
the sale of which a vast advertising campaign has been gone 
into, are rated “by the appearance of the carton,,” and that is 
exactly where the difference betwen billboard, magazine and 
carton space advertising arises. 


In the first two, the merits of the advertising is in’ what it 


Says; in. the latter in how. it appears. 
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An Attraction That Makes 
Customers Out of Passers Buy! 
















This is a cut-out form for 
coats and dresses in life size. 
It is made of one-half inch 
selected hardwood, finished in 
bronze effect “a la Paris.” The 
features ‘of the hair, face, 
hands and slippers are 
carved and filled in by ar- 
tistic hand work. Arms 
are detachable and ad- 
justable. Form has 
padded bust and stands 
firm on a /7%-lb. 
bronzed metal base. 


























Ke PRICE 
$12.50 
This form with constant flash- 
ing, twinkling eyes, which 
give a natural winking effect, 
due to a special electrical de- 
vice which attaches to any 
socket, is a genuine attrac- | 
tionsand crowd getter. | 
PRICE, $15.00 | 
We also have a machine that makes 
this form act as if a live modei was 
—™ ang Pe oe Phar window on a plat- 
ey orm, Z za | 
a" 7 — — your garments. 
Our Terms..... Net C. O. D. 
Harold-Barnett Corporation | 
270 West 38th Street New York 
. Telephone: 0570 Lackawanna 
a—e i a rr oe on + +- 











for Better Window Displays 
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Make Your Window Attractive With 


Artificial Flowers Glass Shelves Spot Lights 
Artificial Fruit Glass Heel Rests Strip Lights 
Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter 
Borders loth Thumb Tacks 
Bilt-Wel Board Pedestals Valances 
Birch Bark Strips Papier Mache Velours 
Card Holders Novelties Velour Papers 
Chenille Roping Price Tickets Vines 
Color Attachments are Wood Carvings 
Flood Lights "cage Wood and Metal 
Foot Ligne Revolving Tables "Faure 

: r 
Gnighine Show Cards ods ios 


Glass Stands 


Fall Catalogue No. 41 Now Ready 
New Designs :-: New Suggestions 


Doty & Scrimgeour Sales Co., Inc. 


148-152 Duane Street New York 
Phones: Whitehall 2737-2738 


“Everything for Better Window -Displays” 
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Cincinnati Show Bans Stage Frills 


Scenes in Spectacle Sponsored by Wholesalers’ Taboo Theatricals 
Which Obscure “Show the Garments” Motif 


PENING of the Fall buying season was 

signalized by Cincinnati wholesalers with 

a Style Show staged in the open air opera 

house of the Cincinnati Zoological Gardens, 

which dropped the usual frills of the 

theatre and assumed the aspects of a_ glorified 

show window. The gala feature of the Fall Market 

Weeks, stretching from August 16 to August 28, was 

handled by an organization wholly distinct from the 

managing committees which arranged for the visits of 

thé retailers in the Cincinnati trade area, but it was not 

permitted to lose sight of its purpose—to serve as the 

wholesalers’ auxiliary in displaying at its best the latest 
and most stylish of Autumn apparel. 

Five scenes involving the showing of boudoir ap- 
parel and bathing garb, house and morning dresses and 
afternoon and party apparel constituted the program, 
forty-eight models promenading on an extended runway 
into the audience to the music of a symphony orchestra. 
As each model reached the runway the names of the 
firms providing her various articles of apparel were 
given through loud speakers, and retailers who failed 
to catch the identifying announcement were enabled to 
assure themselves further inspection of favored gar- 
ments by means of a number attached to each cloak, suit 
or dress which tallied with a published list and enabled 
them to get in touch with the proper wholesaler. This 
was a novel adaptation of the show window price ticket 
to the necessities of the occasion. 

The first scene was given over to a display of bou- 
doir apparel, in which silk negligees and quilted robes 
in pastel shades predominated. The next scene was laid 
in a garden, and was devoted to house and morning 


styles, with particular stress laid on frocks that could 
be used for street as well as house wear. Then followed 
the first showing of afternoon and party apparel, the 
models first parading in coats, which were removed to 
reveal dresses. 

In the sportswear scene, bathing suits in two-piece 
models, many with fancy trimmings, were especiall) 
prominent. Many of the shirts were in solid paste! 
shades, worn with contrasting trunks of flannel. 

The final and most colorful scene was laid in the 
patio of a Southern hotel, and was devoted to the second 
showing of afternoon and party apparel, with particular 
attention to evening wraps and gowns. The models first 
paraded before a silver screen, and when this was with- 
drawn they seated themselves in tables in the patio, 
where the entertainers concluded the program with a 
series of dance and musical numbers. 

Entertainment features were not lacking. Irene Pavloska. 
noted mezzo-soprano of the Chicago Civic Opera Company, 
was one of the outstanding stars. Miss Pavloska, selected to 
create the new role of Shelia in Charles Wakefield  Cadman’s 
new American opera, “The Witch of Salem,” when that w grk 
is produced this winter for the first time, has had en interest- 
ing career. She was introduced to Cincinnati this summer zs 
a relief artist, assuming without rehearsal the title role ot the 
prima donna scheduled for the spectacle who was forced to 
cancel her engagement because of illness. In 1925, she lef: 
opera to assume the title role in “Rose Marie,” and was ac- 
claimed by audiences along her entire route. She began her 
stage career with Mitzi in “Sari.” 

Charles Carver, star of the “Vagabond King,” util:zed his 
vacation to appear,in the list of artists. 

Marjorie Lambkin, youthful singer of negro spirituals and 
popular music, and already widely known as a tadio artist, 
was another stellar attraction. Tina and Bell, noted inter- 
preters of Spanish and Argentine dances, and ingeberg Tor- 
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Finalé from the Boudoir Scene Showing Pajama-Clad Cast Massed on the Stage at Conclusion of the Act 
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rup, Danish danseuse, emphasized the terpsichorean jeatures 
of the pageant. Fraser’s Highland Revué combined instru- 
mental music with Scotch dances. 

Comedy found exponents in Eddie Davis’ troupe, consist- 
ing of that inimitable comedian and four pretty girls. 
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A Trio of Models in the Boudoir Scene 


The vaudeville and musical features, however, were not 
permitted to dominate the program, designed primarily to 
acquaint retailers of the region with the wares of the Cincin- 
nati wholesalers and their fidelity to prevailing modes. Public 
patronage, although encouraged, was conceived as incidental, 
and the melange of music and mirth which served to spice the 
program was prepared merely for that purpose. The begin- 
ning and end—the Alpha and Omega of the 1926 pageant— 
was merchandising The pageant was for the wholesalers a 
modernized fair, serving the same purpose as the retailers’ 
show windows, and the entertainers answered for the decera- 
tives and the backgrounds which progressive retailers favor. 





THEATRICAL SPECIALISTS ENTER DISPLAY FIELD 
The Eastman-Baer Studios, Inc., 160 W. Forty-fifth Street, 
New York City, have opened up a special department for 
window display decoration. The trade is awaiting with 
interest the first creative efforts of this interesting organiza- 
tion, which have heretofore been confined to such productions 
as “Ziegfeld Follies,” “Geenwich Follies,’ ’moving picture 
presentations, stage itfvestiture, cafe decorations, etc. 

Some of their results with lighting on fabrics have re- 
sulted in wide discussion. It seems that their work is espe- 
cially adapted to windows of sizeable dimensions. The forth- 
coming holiday and seasonal ‘windows will permit them to 
present ideas and designs in keeping with their previous 
achievements. 


NEWEST MINIATURE MODELS FROM PARIS 

The Beauticraft Import Corporation, 23 East Fourteenth 
Street, New York, recently received a collection of minia- 
ture models from Paris that are ideal for window displays. 
They range from 18 to 22 inches in height and appear in sixty 
different costumes and poses. General Manager Michael 
Seger also secured a supply of papier mache heads popular 
for millinery displays, modeled and décorated by hand. These 
are made both with and without decorated pedestals. 
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8 ) tA 
mannequins Siegel 





All the Mode 


Used by reigning shops here and 
abroad for window display par 
excellence. The charm and 
naivete of these Siegel Figures 
captivate the passing throng. 


Illustrations sent on request. 


International Clearing House 
.of New York, Inc. 


303 Fifth Avenue New York City 
Distributors for U. S. A. 
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Easily Constructed Backgrounds that Produce High-Powered Windows 
Designed by E. J. SHORT 


The most beautiful products of the loom and artifi¢es of the smith can be robbed of their lustre by improper 
handling. Backgrounds create atmosphere, enhance the values of symmetry and color in apparel, and are absolute 
essentials of jewelry, toilet goods and other “blind” wares. Even the prosaic cigarette gains prestige when 
shown against a waggish illustrative screen. In his top design, Mr. Short outlines a setting appropriate alike 
for frocks, hosiery and lingerie, while below is an unusually interesting conception of a cigarette display. 
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No Barriers to Glitter and Dash 


Bright Backgrounds and Well-Greomed Floors Help Windows 
and Can Be Had at Small Cost—Cards an Issue % 


By E. J. SHORT 
Display Specialist, Danville, Virginia 


FTEN a simple display which is easily 
and cheaply arranged is more effective 
than one of more intricate design. The 
chief reason for this rests in the fact that 
the average display is not simple and 

that it is easier to show good taste in simple things 
than in the complex. Anything ,which reveals har- 
monious design and good taste has an appeal to most 
people and they realize its good qualities, even though 
they can not define the express reasons for their ap- 
preciation. This is true in spite of the contention of 
some window men that a crowded window has greater 
popular appeal. 

All too often the store window is painfully lack- 
ing in the artistic, symmetrical and the beautiful. 
3ackgrounds are frequently missing, the window 
opening directly into the store, or the background is 
a simple wood screen, painted or varnished, and 
always the same, no matter what product is being 
featured. 

While the background should never dominate the 
display it should lend attractiveness to the goods 
featured and this circumstance dictates changes with 
the changing displays. Simple and attractive panels 
and screens for this purpose can be constructed of 
wallboard which can be obtained at small cost from 
any lumber yard and can be supported by wooden 
frames and braces nailed together readily. The wall- 
board is easily cut to desired shapes with a knife or 
a saw, is smooth on one side and pebbled on the other, 
and can be painted or covered with a decorative ma- 
terial. 

As coverings, depending upon the effect desired, 
felt, plush, muslin, wall paper and fancy papers of 
almost any design can be purchased from local 
dealers at low cost. 

Pictures may be painted on wallboard panels, ana 
in almost every locality amateur or student artists 
may be found to do the work. Pictures supplied by 
manufacturers are often pasted on these panels with 
good effect. 


Pictures are being used with greater frequency 
in provoking attention. When they are pertinent they 
form the most convincing means known in arousing 
observers’ interest and conveying the sales message 
of the merchandiser. 

The floor may be covered with such materials as 
felt, cotton flannel, denim, ar cambric. Even though 
the floor of the window may be of hard wood and 


well kept, which is seldom the case, a change here. 


will be effective when in harmony with the rest of 
the display. . 
Window cards are obtainable from the manufac- 








/ 
An Entrancing One-Panel Hosiery Display by Mr. Short 


turers of almost all nationally advertised products. 
Many of these cards, or parts from them, may be used 
to good advantage to produce particular effects. 
Hand-lettered cards have a: very important function 
to fulfill, and, if well done, are effective in clinching 
the sales argument of the whole display. On the 
regular run of standard merchandise for general 
consumption, it is well to place price cards in the 
windows. Many people who would never enter to 
ask the cost will go inside and purchase if they can 
read the price tag. Many hesitate to enter a store 
unless they are reasonably sure that they can afford 
to purchase. Such pricing is not necessarily in good 
taste on things of higher value and on products con- 
sidered as luxuries, although it is not always out of 
place even with them. This matter is largely a ques- 
tion for the judgment of the proprietor of the store, 
based on knowledge of his custom. 

Floral decorations, foliage, bits of ribbon, taste- 
fully arranged, add materially to artistic appearance 
and hence to the attention value of any window set- 
ting. A Thanksgiving window, for instance, can be 
made immensely attractive by the use of réal autumn 
leaves, shocks of corn sheaves, of grain, and show- 
ings of winter fruits and vegetables. These give a 
touch of color and an air of reality. 
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OHN T. MACKEY first dis- 
covered the value and. sales 
pull of the show window 
while attending high school 
in Chicago back in 1906. 
At that time he had a job 

in a small outlying drug store, working 
after school and on: Saturdays. His 
“boss” gave scarcely a thought to the pos- 
sibilities of display and his windows were 
practically neglected. Mackey had been 
reared on a Missouri dairy farm and this 
fact indirectly brought about his entrance 
into the display field. 

“T was attracted to some display ma- 
terial nicely stored’ away in the coal 
shed back of the store,’ he says in re- 
lating the high lights of his career. “As 
a matter of fact, this is where most of 
the display material -of the period was 
stored, but the interesting feature of this 
window was the beautiful Jersey cows 
used at that time by Horlick’s Malted 
Milk. 

“The farm yard scene which I pro- 
duced in that rejuvenated little window 
opened the eyes of that store owner, and 
the farmer schoolboy was asked to take 
care of two windows regularly. 

“The following spring back to the farm went the boy, 
also one.of the little Jersey cows, where she was tacked on 
the wall in the dairy room. 

“In the fall of 1908, it was decided to send the boy to 
business college, but after a few months, he decided to go 
west, and landed in Denver, Colo., where a job was secured 
in the display department of the Denver Dry Goods Com- 
pany. There, under the kind and professional guidance of 
W. C. Grams, I, the boy, learned to enjoy trying to make 
pretty pictures of merchandise in real show windows better 
than any other form of work. Paul F. Lupo, of California 
fame, was at that time on the display staff at the Denver 
store. 

Despite the lure of the west, it was never wholly possible 
to acclimate myself. Perhaps it was a tinge of homesick- 
ness, perhaps but a renewed expression of the wanderlust that 
called me back to the family homestead. But back I went 
to enjoy again the familiar scenes and to renew old friend- 
ships. To my surprise, in a short time the pleasure which 
I was deriving from my return began to pale. The brief 
excursions which I had made into other fields had definitely 
broken the previous order of my existence, and I found 
myself again craving the activity and the diversion which I 
had found in window display. 

“However, I realized that as a raw display assistant 
the avenues to advancement would not be broad nor carry 
far, and I felt that for the protection of my future, now was 
the time to dedicate a few weeks to basic training in the 
work which I had found so appealing. With this decision 
made, I laid my plans for entrance into the Koester School 
at Chicago and soon became a student there. 

“I made the most of my opportunities, and in the two 
months which I spent there tried to absorb as much as pos- 
sible of the fundamentals of display. When my training was 
concluded, I was fortunate enough to find a place on the 
staff of Allen Kagey, display director for Mandel Brothers, 
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JOHN T. MACKEY 


Display Manager, 
Grand Rapids, Mich. 
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Who They Are and What They Say 


No. 26—JOHN T. MACKEY, Grand Rapids, Mich. 
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and had the pleasure of working under 

his direction through the strenuous and 
* instructive moments of a spring opening. 

Then came an opportunity for greater 
responsibility and development. Down at 

Quincy, Ill., the Kespohl-Mohrenstecher 

Company was in need of a combination 

windowman and card writer. I was 

offered the position and readily accepted. 

But this was just on the eve of American 

entry into the World War and it was 

not long before I was in khaki and on 
my way overseas for a two-year stay. 

Those two years were eventful in many 

respects aside from my military experi- 

ence. I will always appreciate the oppor- 
tunity which I found to study the win- 
dows and loiter at the great art galleries 
of Paris and other French cities. 
“Eventually came Armistice Day and 
the return of the A. E. F. Coming back, 

I began casting about for work and was 

joyous to find that my old job was 

waiting. How I did enjoy it for the next 
year and a half! 

“However, I again became restless, and, 
finding a better position open at Decatur, 

I moved anew. My stay here was brief, 

extending over barely a year, at which 
time I found my firm wallowing in the slough of depression 
which had spread over the country, and the prospects looked 
gloomy, when in March, 1922, I secured my present place 
with the Herpolsheimer Company, west Michigan’s greatest 
store. For four and a half happy, and, I hope, productive 
years, I have worked here and have learned many things that 
should help me to become a successful displayman. 

“I believe that no other department or unit of a store can 
do. more to make or mar its community rating than the dis- 
play department. In these days of close competition, it is 
very important that the head of the department should be 
absolutely in charge of all displays and should be consulted 
in all matters pertaining to them. In other words, he must 
be as firmly in control of his department as the general 
manager, superintendent, advertising manager and depart- 
ment managers are in their respective departments. With 
that standing, if he is true to himself, his profession and ‘his 
firm, he will work untiringly and diplomatically to keep their 
windows and store always in tune with special merchandising, 
seasonal and civic events. 

“If he can not do these things without letting his head 
swell or without losing the friendship, respect and coopera- 
tion of executives and: personnel, he is not worthy of his 
position. : 

“Do the best you can with what you have, and when the 
boss finds that you believe in your profession he will belicve 
in you and your work. Then, sooner or later, you will have 
new windows, fine fixtures, modern wax, and an ample allot- 
ment for flowers and other necessary decorations. Keep in 
close touch with merchandise managers and buyers; tlicy 
know their merchandise and plans, and may be able to g've 
you the idea you need to put your displays over. 

“Always remember the manufacturers’ display helps are 
to aid you in selling more merchandise at a profit for your 
store. Most of all, learn to love your work and to work ior 
your firm.and its community endeavor.” 


Herpolsheimer’s, 


October, 1926 
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Dealers! Please note in submitting 
photographs for our big 
$16,000 Prize Contest 


Led 
Factory-and-Nurse \ 
display, picturing y 
the organization d V’ : 
back of Kotex. 38 hie \ 







inches high x. 43? 
inches wide. .. (x) 


th sanitary farts e Ss 
ipply the demanit for 


QA Chese mammo, 
sare ow required fo Su 


This factory-and-nurse display (marked X) must be used fn every 


window submitted. Photographs of windows have been received 
by us in which this does not appear. Such photographs will be 


rejected. 


. Boxes of Kotex must not be 


displayed with ends open and 
pads exposed. Such photo- 
graphs will be rejected. 

We make this rule because 
to expose the contents of the 
Kotex package is unsanitary. 


3. Photographs must be 6x8 inches or larger, mailed flat and 


protected by heavy cardboard. Do not roll or fold photographs. 


If you have failed to observe any of the above conditions 
in submitting photographs, please set up your window again 
with such changes as will make it conform to all require- 
ments, and re-photograph. Don’t let these details keep you 
from being in the race for prize money! 


Grand Prize $2,500 in cash—931 other prizes 


For the information of those who 
may not have seen our first an- 
nouncement, here are all the facts 
about this big contest: 


We offer 932 cash prizes in four 
big divisions for photographs of 


Here are the 4 
classifications 


1. Dry Goods and Department 
Stores in cities of 25,000 popu- 
lation and more. 


2. Dry Goods and Department 
Stores in towns of less than 
25,000 population. 


3. Drug Stores in cities of 25,000 
population or more. 


4. Drug Stores in towns of less 
than 25,000 population. 


the best window displays on Kotex 
sent us before midnight, October 
31. Read the rules of the contest, 
study the following four divisions 
for your proper classification and 
go to it! We pay $2 for every 
photograph submitted. 


Here are the cash prizes 


One grand prize of $2500 for best 
picture irrespective of kind of store 
or size of city. 

And the following in each clas- 
sification: 


Pest) Prize onc occ $500 in cash 
Second Prize ..... ..-$300 in cash 
te: PAM sss ten hs $200 in cash 
Fourth ‘Prize ....0.<.% $100 in cash 
Two-next best... 53% $75 in cash 
Three next best...... $50 in cash 


Twenty-four next best $25 in cash 
One hundred next best $10 in cash 
One hundred next best $5 in cash 

233 cash prizes in each division. 
$2 for your photograph whether 
you win a big prize or not. 


Rules of the contest 


1—Open to every Drug, Dry Goods, Department 
and General Store in the United States. No 
entry blanks to fill out—your photograph is 
your entry. ’ 


2—The only requirement is that you send us a 
photograph of a Kotex display that you have 
installed any time between now and midnight, 
October 31st. This display must contain the 
Kotex factory-and-nurse display illustrated 
here and marked (X). The photograph must 
not be smaller than 6x8—and preferably made 
at night. 


3—Write your name and address, also the name 
and address of your store, plainly on the back 


. of the photograph and send by first-class mail 


to Contest Editor, 166 W. Jackson Blvd., Chi- 
cago, Ill. 


4—Secure figures which will show the increase 
in Kotex saies for seven consecutive days trace- 
able to this window display and send us a brief 
letter describing this increase, giving either 
actual figures or percentoge of increase. Your 
window must remain in at least one week. 


5—See that you have Kotex window display 
material on hand and additional material of 
your own. 


6—Send as many photographs as you wish. Every 
different display you send in will increase your 
chances of winning a big prize. No dealer can 
win more than one prize. 


i—Boxes of Kotex must not be displayed with 
the ends open and the pads exposed. Photo- 
graphs of displays containing open boxes will 
be rejected. 


CAUTION: Be sure your photograph is from 
a 6x8 negative or larger—packed between heavv 
cardboard and mailed flat—not rolled or folded. 





How prizes will be awarded 


To make absolutely sure that the best window 
wins the big $2500 prize—we will appoint un- 
biased, impartial judges, not employed by our 
company, who will select the winners on the 
following basis: ° 


1 -RERVRCEIVOUMES © odin ki wecwcccess 200 points 
Ti” SPER 80 6. ois. oe Wav.ciac ediee 200 points 
ic I «ib 6G ee ae aietiea ke om 100 points 
4. Forcefulness of Message......200 points 
5. Use of Kotex Material........ 100 points 
6. Use of Own Display Material..100 points 
7% Decorative Effort ...5.....0.. 100 points 


1000 points 


In case the judges are unable to decide be- 
tween two or more windows in the same class, 
each will receive the full cash prize. 





$2.00 paid for every photograph received + Contest closes midnight, Oct. 31 





CELLUCOTTON PRODUCTS COMPANY, 166 West Jackson Blvd., Chicago 
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The Field for Counter Displays 


Newest of Means of Securing Public’s Attention Has Been 
Put to Harsh Tests—Boon to Small Manufacturer 


By JAMES L. COFFEY 
District Manager, The Badger Carton Co., Chicago, Ill. 


URING the past half dozen years a new 

factor in merchandising has assumed a 

dominating position in the retail field, sell- 

itig a variety of small articles in.tremen- 

dous quantities at a lower expense ratio 

than anything heretofore known to retail stores. The 

only clerical effort required in such sales is the very 

pleasant duty of “ringing up” the proceeds, and Mr. 

and Mrs. Public and the young “Publics” have received 

instantaneous service, for they had only to “want and 
take.” 

We are referring to the silent salesman—not the 
tongue-tied, stammering or preoccupied clerk, but the 
eye-catching, eloquent and beautifully designed counter 
display containers or stands. which grace the counters 
of drug stores, plumbing shops, shoe stores, hardware 
emporiums and the-run of retail establishments. 

It is impossible to reckon the volume of sales 
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Group of Badger Displays Showing Cut-Out Tops Converted Into Posters 





effected by display stands or containers, but it is n 
secret that large numbers of nationally known firms 
dispose of almost their entire output through the “serve 
yourself” counter display. Consider the famous candy 
bars of today, sold in millions through the display box : 
the countless automobile accessories, plumbing’ fixtures, 
medicinal articles, toilet preparations, such as rouge, 
lip sticks and perfumes; the novelties, and, of late, the 
cigarettes, cigars, pipes and other smokers’ articles. 
The dry goods field has profited by the silent sales- 
man. Hosiery, belts, handkerchiefs, collars, ties, garters, 
and practically all small articles of apparel are now at- 
tractively boxed and sold through the counter display 
container. This medium of merchandising has proven 
a great boon to the small manufacturer as well, for as 
we all know, goods well displayed are half sold. 
Many small mechanical novelties have enjoyed tre- 
mendous sales without the attendant expense of general 
advertising. The sales have 
been effected solely through 
the appeal of the carefully 
designed display box which 
places these articles before 
the public in an attractive 
manner. What chance would 
the comparatively small man- 
ufacturer have of “putting 
over” his proposition if it 
were necessary for him to 
follow the old methods of 
selling? Without the capital 
to break down the whole- 
saler’s resistance by national 
advertising, he must sell his 
product by intensive personal 
sales. The wholesaler buys 
in very small lots, and, in 
time, the merchandise reaches 
the retailer in infinitesimal 
quantities. He places it on 
the shelf or in the show cases, 
where it remains unless asked 
for by the customers, who 
ordinarily would have no idea 
that such articles were avail- 
able. Educating the public 
by broadcast advertising, 
necessary in the past and still 
essential to notable success, 
is rendered easier by the 
counter display—ninety per 
cent efficient in the building 
up of demand. 
We illustrate herewith a 
few typical styles of display 
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cards and containers of the serve-yourself variety, also 
a couple of counter ‘display stands used to display one 
article. The advantage of bringing a particular item 
to the customer’s attention in this manner is obvious. 

The shelves back of the counter may be loaded with 
attractive packages, but the shopper will rarely pick out 
a certain item from the background. Therefore, the 
article attractively displayed on the counter has a run- 
ning start on similar articles in the background. 

The desirability of counter displays can be best ap- 
preciated in discussing this subject with the dealers. 
Without exception, the representative retailers welcome 
attractive display containers for their ability to suggest 
needs and sell on the spot. However, these displays 
must be of conservative size, for the large retailer places 
great value on his counter space for the very reasons we 
have outlined. 

Originality of design, economy of construction and 
adaptability are prime factors in building such displays. 
The containers illustrated all embody these requisites. 
Note the extra display card illustrated with the sand- 
wich box. This was cut from the waste space at the 
top of the container itself. The “forward tip” effect on 
the pecan roll box is effected without using more board 
than required for an ordinary box of this type. 

All of these are features which reduce production 
cost and indicate what may be done in this direction by 
a display manufacturer who knows. These containers 
and stands are often used to fill out the window dis- 
plays with large cut-out lithographed window trims. 





SHACK BRINGS OUT NEW LIGHT UNIT 


Realizing that proper lighting with color effects betters any 
window display and creates additional interest in it, the Schack 
Artificial Flower Co., of Chi- 
cago, has begun the introduc- 
tion of a new spotlight and 
floodlight. 

In an interview with Mr. 
Joseph Schack, Mr. Schack 
stated that in producing his new 
Wonder Spot and Flood Lights 
he was influenced in securing 
a product that would combine 
the virtues of quality light, 
durable and unbreakable fix- 
tures, with no maintenance ex- 
pense and low cost. He has 
supplemented these features, 
he declared, with a twenty-year 
guarantee of replacement or of refunding reflectors that may 
become defective for any reason short of absolute destruction. 

Schack’s new Wonder Lights are made of rayalium, are 
unbreakable, and will not burn off like glass reflectors or re- 
flectors with mirror backs. Every lamp is polished on the base 
metal—there is nothing to wear off. They are equipped with 
shutters, four feet of cord, six color screens, and screw base 
plugs and sockets that will fit any installation. 

Type “A” is a spotlight which throws a brilliant center 
beam about thirty-six inches in diameter and features the item 
on which it is focused. Type “C’ is a floodlight throwing a 
uniform flood of light free from filament shadows over the 
entire window. Both may’ be safely used on wax figures, as 
the raylene color screen extracts the heat, otherwise concen- 
trated. This steel, blue color screen is equal to any color 
matching light and does not destroy color values of your mer- 
chandise. The lamps are finished in an olive green Duco 
enamel—a lasting finish. 

The Schack Company will furnish particulars on receipt of 
requests addressed to their Chicago office at 130-140 North 
Robey Street. 
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CHRISTMAS DISPLAYS 


We have prepared many new designs for the Christmas 
trade and cordially invite buyers to our show room 
to see products on display. 


MECHANICAL DISPLAYS A SPECIALTY. 
CHRISTMAS FLOAT PARADES 


Sketches on Your Particular Problems 
Cheerfully Furnished. 


ANIMAL FUNNY 
AND ANIMAL 
CLOWN ICICLE 
HEADS BRACKETS 
ANIMAL GROTESQUE 
PLAQUES FIGURES 
pres FAIRY TALE 
BACK- 
FIGURES FP ns 
ABC 
BLOCKS FIRE 
PLACES 
AND SANTA 
ICICLES CLAUS 





Fine Arts Papier Mache Corp. 


149-153 West 24th Street New York City 
Telephone: Chelsea 8190 
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Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part; merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 


Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. 

This slogan and emblem is the result of the realization 
of the publishers of The DISPLAY WORLD that the 
interests of the-entire display field can best be ex- 
ploited and promoted by a national unity, as can only 
be done by means of a slogan or emblem of this type. 


Order Your Set of Electrotypes Today! 
Price $1.00 Postpaid 


The DISPLAY WORLD, Cincinnati, O. 
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Old Modes Enrich Levy Anniversary 


Mirroring of Styles of Four Decades, Together With Specimens of 
Old Advertising, Give Flavor to Houston Celebration 


By JACK RALSTON 


Display Manager, Levy Bros., Houston, Texas 


PPROACH of the 39th Anniversary of the 
founding of Levy Bros.’ Department Store 
brought down upon my shoulders responsi- 

_ bility for windows that would fittingly ex- 
press the growing age of the establishment, 

and, while, recording years of service, link up its past 
contributions to the community with its present ac- 
tivities. 

We have six windows and for this occasion chose 
a display motif that banned all merchandise. Into the 
spectacle that was fashioned we wove the history of 
women’s style for the past thirty-nine years, illustrating 
the changes that have taken place by a series of models 
wearing clothing purchased in the store during the 
early periods of its operation. 

Four eras of fashion were depicted and in their 
presentation we used a number of garments obtained 
from long-time patrons. In the front window was a 
striped taffeta skirt bought in 1887, the year the store 
was established. A black grosgrain dress also illus- 
trated this period, while a queer shaped hat purchased 
thirty-four years ago and a black satin jacket also 
bought during that year were shown. 

A wedding dress of 1895, fashioned of white satin, 
with puff sleeves, high collar, tight waist and train skirt 
was another feature which shared in interest with an 
elaborate black evening gown of the vintage of 1900 
and a green taffeta made about the same time. 

The modes of 1913 were illustrated by two white, 
lace-trimmed frocks, purchased at Levy’s thirteen years 
ago, and complemented by a pair of black leather 
pumps, with ornate buckles which hailed from the same 
date. 

The young miss of 1926, garbed modishly in a short 





One of the Four Sets Appearing in the Lobby Windows 


beruffled frock and cape, with a droopy garden hat, 
completed the historical review of the front windows. 
We followed out the styles of the respective eras in 
hairdressing as well as costuming and fell back upon 
the aid of Levy Bros.’ Beauty Parlor for this assistance. 
Four artistically designed window sets, represent- 
ing the modes of 1887, 1900, 1913, and 1926, were used 
for the background of the display. The sets appeared 
consecutively in each of the four large lobby windows. 
The small center window of the lobby contained a 
copy of the Houston Daily Ledger for July 17, 1887, 
ledgers of the store for 1892 and 1893 and for 1900, 
and a copy of the Levy anol verety section of The 
Houston Chronicle. 
A unique feature of the anniversary celebration was 
the appearance on the street every day of a carriage 





Left, Black Dress in 1887 Style; Center, 1901 Creation Showing Divergence from Earlier Mode of 1895 Shown at Right 
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and team suggestive of the period before the automo- 
hile made its advent. ; 

The press and public evinced unusual interest in 
our efforts, newspaper comment being very gratifying. 
One editorial writer said: 

“ Entirely out of the ordinary are the window dis- 
plays of Levy’s. during the week of the Thirty-Ninth 
\nniversary, June 17-22. 

“Instead of displaying merchandise as per the usual 
custom, this store has deviated from this rule in this 
particular instance by devoting its entire window dis- 
play to show the fashions of four distinct periods— 
1887, 1900, 1813 and today. 

“These displays will be interesting to both old and 
young. -For the older generation, it will bring back 
many happy memories of days gone by—and for the 
younger folks, it will give them a glimpse of the days 
when their elders were as young as they.” 

The windows ran a week and from the time that 
they were completed until replacement, we had a con- 
stant crowd of spectators before them, audibly com- 
paring the difference in styles past and present. 





Interest for Drugstore Displays 


(Continued from page 22) 
at the tea room entrance. This special feature created a 
large demand, proving that striking displays in cards always 
pay. 

“Many nationally advertised lines as well as staple ar- 
ticles are increased in sales if the displays are unique and 
unusual. Many times the trade-mark enlarged or some strik- 
ing centerpiece will prove to be the eye catcher and silent 
salesman which every displayman should strive to use. A 
little time and study of the lines to be displayed will more 
than repay by the actual sales created by the displayman’s 
efforts.” 

Of his career, Mr. Parrott says: “From my boyhood I 
have had a strong tendency toward the artistic, and in early 
youth had two years of excellent training under Matt Kirch- 
ner, dipslay manager for S. H. George & Sons, one of Knox- 
ville’s largest department stores. 

“This varied line of display and sign work was invaluable 
as a foundation for my chosen profession. For. connection 
with.this splendid practical experience, I studied art for three 
years under Robert L..Mason, of this city, supplementing 
my art studies with a course in cartooning from the Landon 
School. 

“The knowledge gained from the art studies has been ex- 
tremely helpful in developing and executing many original 
and striking displays. 

“The firm I am now connected with operates five drug 
stores, three uptown stores and two suburban “drive-in” stores 
with curb auto soda service. The uptown store windows are 
changed three times weekly and the suburban stores twice 
each week. The displays are specialized on advertised lines 
of merchandise. They are planned in advance, allowing time 
to create original effects in backgrounds or centerpieces. 
Often an idea or suggestion is given by Joseph E. Carty, presi- 
dent of the firm, or the stock room manager, Mr. Gies. 

“The trims used most are‘the unit effects, varied with va- 
riety of merchandise, but I find the unit idea turns more mer- 
chandise.” 





WINDOW MIMICS SCENE FROM MOVIE 
When “Up in Mabel’s Room,” a late photoplay, showed 
at the principal picture house in Milwaukee, the Boston 
Store seized the opportunity to reproduce a bedroom scene 
in which both lingerie and bedroom furniture and furnishings 
were shown in an attractive manner. 
The sheer black chemise which calls for most of the action 
of the play was copied in a garment given prominence in 
the exhibit. D. W. Gillies was thé originator of the display. 
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STIPPLE 


The extra attractiveness 
which STERLING STIP- 
PLE Reflectors give to 
Window Displays quickly 
makes their installation an 
investment which pays big 
dividends for years to 
come. 


Displaymen who realize 
the tremendous value and 
importance of good light- 
ing in the show window will 
instantly appreciate the re- 
sults to be derived from 
STERLING Reflectors. 










LET US HELP YOU 


plan effective and efficient lighting for your win- 
dows. Our Show Window lighting engineers 
will gladly co-operate with you. 






Reflector & Illuminating Co. 


Representatives in All Principal Cities 


1403 Jackson Blvd., Chicago, U. S. A. 
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Title Registered U. S. Patent Office. 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
H. C. MENEFEE, President C. R. ROGERS, Editor N. SILVERBLATT, Secretary 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 


4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 
Its Industry. 
5. Appreciation’ of Display by Merchants as the Most Powerful Factor in the 
Business of Selling. 
6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 
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The Purpose Gratuitous flings at an unnamed critic 
of I. A. D. M. have become the style with certain 
Criticism I. A. D. M. officials, attacks which 

would not merit consideration were it 
not for the fact that, unofficially, these gentlemen pussy- 
foot information that they dare not convey from the 
rostrum nor through the columns of their official organ. 

“Publications endeavoring to disrupt our associa- 
tion” and “a program of printed matter designed for 
the sole purpose of destroying character and confidence 
—misinterpretation of deeds, deliberate falsehoods and 
disregard of facts’—are some of the characterizations 
applied to the unnamed critic. : 

The DISPLAY WORLD is undoubtedly the publi- 
cation to which they refer, but which they have not the 
courage to name. Why do they shrink from this very 
proper task? If they are unjustly assailed, replies are 
more appropriate than ill-tempered outbursts and will 
win them more support. 

The DISPLAY WORLD gains no profit by a feud 
with I. A. D. M. stalwarts; it could certainly not ad- 
vance its own cause by disruption of any display organi- 
zation, no matter what its status. 

It plunged into this fight for a bigger and better 
I. A. D. M.; for the sake of displaymen, organized and 


unorganized; because we believed that further silence 


could only result in further decay of the only society in 
America that could improve the lot of the display craft. 
Our investigation showed: 

That the I. A. D. M. officers did not know many of the pro- 
visions of their own constitution and did not make special 
effort to follow them; 

That the term of the officers of the 1924 administration had 
been extended in direct defiance of the constitution ; 

That members-at-large of the association had been stripped 
of all rights save the privilege of voting for elective officials, 
all of whom are under the control of the Board of Directors 
and Executive Committee; 

That the Board of Directors, consisting of representatives 
of display clubs affiliated with the association, and which pay 
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a $2.00 per capita assessment, possesses the power to name the 
Executive Committe, to amend the constitution, and, in con- 
junction with the Executive Committee, nominate the elective 
officrs. This measure practically delivers control of’ the asso- 
ciation to a tiny body of about a score of members. 

That its conventions have been so arranged as to remove 
important business from the control of the delegates, making 
it necessary for those dissatisfied with prevailing policies or 
planning innovations to present their views to the sessions of 
the Board of Directors and Executive Committee; 

That the individual member is in this fashion placed at the 
mercy of these bodies, which are under no compulsion to take 
action on the issues presented ; 

That reports are not isued to the membership showing the 
association strength, numerically and financially, the standing 
of the local display clubs, or certifying their right to repre- 
sentation on the Board of Directors; 

That the association has done practically nothing for its 
members between conventions ,and has offered no tangible 
benefits to local display clubs in exchange for the required per 
capita ; 

That the association has had no definite plans for develop- 
ment or training of members and junior members, nor for 
lifting the bulk of the profession above the lot of the window- 
trimmer-clerk and advertising man-showcard-writer-window- 
man; 

That the association has had no definite plans for advancing 
display among national advertisers and retailers; 

That the association has had no definite plans for assisting 
its members in obtaining employment. 


When The DISPLAY WORLD’S call upon I. A. 
D. M. officials to remedy these conditions and its pro- 
gram was greeted as an attempt to disrupt the associa- 
tion, the time had come to reveal the sordid facts of 
I. A. D. M. management. The results of our campaign 
were instantly apparent, and, happily, salutary in effect. 

The new administration has taken definite steps to 
improve educational facilities and to add to the member- 
ship; a useless junketing trip that would have wasted 
I. A. D. M. funds has been halted; a refreshed and 
invigorated national body -is in prospect, largely the 
result of The DISPLAY WORLD’S vigilance and 
courage. yi 
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This is The DISPLAY WORLD’S contribution to 
the profession which it serves and seeks to strengthen. 
It is the object of its policy and the goal of its efforts. 

In a real association, with real purpose, freed from 
the herding tactics of politicians and manipulators, the 
displaymen of America can find a means of common 
benefit. In the perpetuation of a hollow shell, compris- 
ing an insignificant minority of the profession and 
affording no real advantages, there is neither glory nor 
orofit. 

The DISPLAY WORLD battles - +ly and out- 
spokenly for an enlarged and enlivene. I. A. D. M. 
it is hopeful of the brilliant future that awaits the dis- 
play profession, a future whose distance can be mate- 
rially shortened by closer cooperation and constructive 
activity. 





A Wider The Remington Arms Company has an 
Vista for “axe to grind’ in promotion of Sports- 
Contests men’s Week,” now drawing to a close, but 


with the sagacity born of years of clever 
merchandising, its executives have made their cam- 
paign to serve the interests of the hardware dealer 
not only with respect to arms, but to the whole category 
of his stock. 

“Sportsmen’s Week,” October 11 to 16, is a Rem- 
ington event, in which the opening of the fall hunt- 
ing season is made to fill the cash register of Rem- 
ington and Remington dealers. Elaborate efforts and 
generous prizes stimulate dealer interest; window and 
newspaper advertising carry the message on to the 
hunter. But Remington realizes that this is a plan 
that has been worn threadbare—that more than mere 
concentration upon the sale of guns is necessary to 
win the whole-hearted cooperation of their dealers. 
With appreciation of this fact, Charles P. Catlin, gen- 
eral manager of sales promotion, has emphasized that 
their window display contest is much more than an 
attempt to select the most creative displaymen. 

“Sportsmen’s Week is really a merchandising stunt of 
national scope,” says Mr. Catlin. 
Week we have established the fact that trade can be stimu- 
lated by ordinary effort, scientifically applied, regardless of 
business conditions in general, and we are teaching dealers 
to use their windows to greatest advantage in accomplishing 
this end. 

“The program is based upon a phrase which I coined 
years ago, ‘The world needs to be reminded as well as in- 
formed.’ Applying this to retailing, we find that, in the 
smaller stores especially, dealers take too many things for 
granted. For example, the average small sporting goods and 
hardware store carries a variety of stock, running into thou- 
sands of items. Some of these items move quickly; on many 
of them the turnover is exceedingly slow. Yet, instead of 
employing their show windows to serve as a ‘governor’ to 
balance the movement of these various items, the average 
store will show in its window a conglomeration of every- 
thing in good demand, and allow the shelf-warmers to re- 
main back in some dusty corner or out in the stock room. 

“It is not uncommon to see the small sporting goods and 
hardware store with an assortment of guns, stoves, screen 
wire, hammers, scythes, spraying apparatus and fly traps in 
the window at one time.. Not one of these items serves as a 
reminder that another is needed; there is, if we may coin a 
new term, no display cooperation between them. Thus, there 
is no sales appeal worth mentioning. 

“What we are trying to do is teach these dealers to show 
Seasonable merchandise in season, and in comprehensive 
groups, such as guns, cutlery, hunting clothing, duck decoys, 


“Through Sportsmen’s © 
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Here’s a fresh instance of the pulling 
power of windows unsupported by 
advertising. It’s so seldom that the 
test of their selling power can be 
made without the danger of overestimation because 
of the apparent aid of printed publicity that the.case 
is outstanding. 

Over in Covington, Ky., just across the river from 
Cincinnati, is the department store of the John R. 
Coppins Company. On the principal street of this 
thickly populated city, one of the densest in point of 
numbers in the United States, and the second city of 
Kentucky, this establishment is pre-eminent. Two 
fair-sized windows face the chief thoroughfare, while 
the remaining display space fronts a cross street. 

A sale of floor lamps was planned for September 

21, which fell on Tuesday, and no advertising was 
used until late on the Monday preceding the sale. But 
on Saturday evening Display Manager Earl Jones 
packed his windows with the featured lamps, put in 
his window cards and price, tickets, and finished his 
part of the sale publicity. 
_ Sunday crowds ambled by, paused to note the bar- 
gains, and strolled on. Then came Monday, and, un- 
deterred by the fact that the window cards stressed 
the Tuesday launching of the sale, throngs poured 
into the store and bought, bought, bought, and kept 
on buying. By noon one entire window had been 
emptied, the remainder were but half full, and the 
demand was still running strong. 

How does this strike you, Mr. Advertising Man- 
ager? Perhaps it would pay to spend a few cents 
less on printers’ ink and put the saving into addi- 
tional window equipment. You can buy more pub- 
licity to the dollar with display than through any 
other advertising medium. 


Without a 
Drop of 
Printers’ Ink 





Check-up on the productive power 
of window display was made in a 
limited fashion recently by the Coca- 
Cola Co., when a survey was taken 
of a representative southern town. 

The test was made at Macon, Ga., in April, where 
the quantity of Coca-Cola sold at nine different foun- 
tains at which no displays were used was obtained. 
Displays were then placed at five stores, and at the 
end of two weeks the quantities consumed in the 
meantime were contrasted with the amount used in 
the two weeks prior to installation of the displays. 
The results for these fountains showed increases, re- 
spectively, of 14 per cent, 25 per cent, 115 per cent, 
44 per cent and 7 per cent. The four fountains not 
assisted by displays showed increases of 3, 314 and 
45 per cent, and the fourth showed a loss of 20 
per cent. 

An. earlier test in Birmingham, Ala., in 1925, 
showed the following increases: 25, 0, 12, 25, 0, 20 
and 14 per cent. 

“It sems from these figures,” says a member of the 
company’s advertising staff, “that we can say a Coca- 
Cola window increases sales between 20 and 25 per 
cent on the average.” 


Coca-Cola 
Makes Test of 
Display Pull 
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Assuring Proper Use of Displays 


Knowing That Strong Points of Merchandise Must Be Stressed 
by Peculiar Showing, the Form Adopted Made This Mandatory 


By HOWARD E. MURPHY 


Sales Manager, Rose Bros. Co., Lancaster, Pa. 


MBRELLAS in India 
are a mark of caste 
and denote a station in 
life which grants lux- 
uries and comforts de- 

nied the masses. The stained tur- 
ban of a noble is an indication of 
financial reverses, which brings his 
social standing into peril. 

It is quite easy to understand the 
value which this custom affords our 
organization in symbolizing the worth of an umbrella 
which the American buyer can trust to always be water- 
proof, and as staunch in high winds as peculiarly shaped 
ribs can make it. Such is the “India” umbrella, the 
only style produced by Rose Bros. 

The basis of our sales and advertising program is 
built around the flexible nature of our umbrella ribs, 
which, while serving as a windproof feature, afford 
an identifiable shape to the umbrella, rendering ad- 
vertising more effective. 

At one time we found a very serious objection on 
the part of merchants and consumers to the shape 
of the “India” model, a handicap, which, despite the 
umbrella’s practical features, threatened to retard 
sales. 

Frequently “Indias” were thrown into stock along 
with umbrellas of the ordinary shape, a circumstance 
that reacted against them, and it became apparent 
that if they were segregated and displayed so that 
their shape would be immediately identified with our 
national advertising, inquiries would be increased and 
sales multiplied. 

One piece of merchandise displayed in the form 
in which it serves the consumer eventually is worth 
ten or twelve pieces in the package, or displayed in 
a manner that does not show their use. It rivets 


attention on the ultimate user’s need and inspires the 


desire to procure it to serve that need, and therein 
rests its charm. 
Face to face with the problem of finding a means 
of assuring more frequent displays to open umbrellas, 
we evolved two distinctive pieces of display material, 
each of which renders it necessary for the dealer to 
show an open model to get pleasing service from its 
employment. 


The “India Kidh” is a fixture three feet high and 
one and a half feet across the base, being supported 
by an easel in which there are steps, permitting the 
handle of the umbrella to rest on these supports, being. 
tied by strings at the back of the fixture’s head. The 
display is of no use unless the umbrella is placed in 
position, and we have not experienced and difficulty 








whatever in getting merchants to use 
India umbrellas only, for they recog- 
nize the tie-up between the Hindu 
figure and the name. 

The other stand has a base about 
16 inches long and 4 inches wide, 
in which are holes large enough to 
accommodate the false ferrules on 
ladies’ umbrellas, irrespective of 
their size. In the center of the fix- 
ture is a rod going up about three 
feet, on the end of which is an adjustable clamp, 
making it possible to display an umbrella in seven 
or eight different positions. There is an adjustable 
crosspiece clasped in position by a set screw, which 
holds the umbrella upright, yielding a display of eight 
closed umbrellas and one open. This fixture was so 
designed as to be of no use without the supporting 
crosspiece, which could not be in position unless the 
center rod was in place, and this rod looks very un- 
sightly unless an umbrella is clamped at the top. This 
practically forces an open umbrella into display if the 
fixture is used at all. 

Yet the persuasive talents of the devices are not brutal 
nor is the merchant conscious of any limitation of his free 
will. He receives a display rack that meets an immediate 
need and renders a consistent daily service. The ecéentrici- 
ties of the racks make it logical to handle them in the fashion 
that we desire, which reacts toward greater sales. Our profits 
advance with greater volume, but he more than keeps pace 
with our increase. 

Common-sense construction of display material to over- 
come sales resistance may influence the dealer to take a 
course which previous custom would seldom dictate, but, if, 
as with the “Kidh” and its running mate, the manufacturer 
resorts to unusual means to secure more efficient sales- 
creating display, he simply p@Ves the way to greater success 
for his dealers, and they do not require long observation to 
realize it. The sameness, the inane, and the characterless 
void of many display vehicles defeat their purpose. There 
are as few “cure-alls” in merchandising as in medicine, and 
the executive who wants to extract the utmost from his 
creations should base them upon the conditions that sur- 
round the sale of his commodity, and, if possible, contrive 
to shape them so that their use will overcome his chief sales 
impedimer ts. — 

LIVE MODELS SELL GOODS BUT AT SUCH A COST 

Buffalo (N. Y.) department stores have placed a ban on 
supplies of high-priced coats, suits and other ready-to-wear 
for.fashion shows using them in costuming live models. In 


many instances in the past merchants have complained that — 


these goods have been ruined or damaged by such use and 
have declared that the advertising they derive from such 
showings does not compensate for:the loss. The decision of 
the department store executives was made apparent when 
millinery manufacturers and jobbers, plannirig a style show 
at the Hotel Statler in connection with a district convention 
of jobbers and distributors to be held August 4, asked the 
assistance of the Main Street stores. 
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In the Heart of the Display World 


Not only situated in Chicago’s Loop where one can see and study the world’s finest win- 
dows, but situated in the city where most of the window decorations, flowers, backgrounds, 
lighting and fixtures are made. 











Groups of students are permitted to go through the factories and see the thousand and 
one decorative items and fixtures that are so necessary part of a store’s display equipment. 
This contact brings the student strictly up-to-date with the tools of his trade. 


Some idea of the importance of Chicago as a manufacturing center of display items can 
be gained from the following partial list of Chicago manufacturers. 


Window Decorations Window Fixtures 
ADLER, JONES & CO. CURTIS LEGER FIXTURE CO. 
651 S. Wells St. Jackson and Franklin 
SPANJER JANES SUPERIOR BRASS & FIXT. CO. 
637 W. Division St. - 318 W. Jackson Blvd. 
G. REISING & CO. HECHT FIXTURE CO. 
227 W. Austin Ave. : 616 Medinah Bldg. 
SCHACK ART. FLOWER CO. CRYSTAL FIXTURE CO. 
134 N. Robey St. he 53 W. Jackson Blvd. 
MODERN ART STUDIO D. J. HEAGANY MFG. CO. 
431 N. Clark St. 1121 Washington Blvd. . 
CHICAGO STATUARY CO. SYLVAN SPECIALTY SHOP 


401 S. Desplaines St. 552 W. Lake St. 

THE MURDISON CO. <0) SS I ER UTILITY FIXTURE CO. 
316 N. Michigan Blvd. 3254 Ravenswood Ave. 
LITHO PAINT POSTER CO. ARTISTIC WOOD TURNING 

3101 N. Crawford Ave. 515 N: Halsted St. 


Air Brushes DAVENPORT-TAYLOR MFG. CO. 
THAYER & CHANDLER S( se e@le)| 
913 Van Buren St. 


412 Orleans St. 
DECORATIVE FIXTURE CO. 
WOLD AIR BRUSH CO. 
2173 N. California Ave. 


4033 W. Lake St. 
VIENNA WAX FIGURE CO. 
PAASCHE AIR BRUSH CO. Medinah Bldg. 
1909 Divezsey Blvd. 
Window Lighting 


Valances 
REFLECTOR & ILLUM’ING CO. 
1 CAMDEN ARTCRAFT CO. 


160 N. Wells St. 





JULIUS WEINBERG CoO. 
407 W. Jackson Blvd. 


1466 Milwaukee Av:>. 
CURTIS LIGHTING, Inc. 


1119 W. Jackson Blvd. Miscellaneous 
BENJAMIN ELEC. MFG. CO. F BUTLER DOLL STAND CO. 
120 S. Sangamon St. : 308 S. East Ave. 


The above is only a partial list of the more important manufacturers 


PREPARE NOW FOR THE FALL AND HOLIDAY RUSH 


It is time now to get in your enrollment so that you can get started at this logical time. 
Four to eight weeks’ study, and you are ready to jump in and help out in the stores’ 
busiest period, namely, the Fall and Holiday Season. 

"f 


The Koester Way Means Better Pay 


Write Today for Full Details 


The KOESTER SCHOOL 314 S. Franklin St., Chicago 





In the Heart of the Display World 


- 


The KOESTER SCHOOL 
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With the New York Displaymen 


Eldridge of Macy’s Shows Skill in Colorful Bulb and Towel Trims— 
Oriental Atmosphere in Frankenthal’s Altman Offerings 


By ANNABELLE BURDICK 
New York Correspondent, The DISPLAY. WORLD 


EW YORK’S stores are, at the present time, de- 
voting their window space chiefly to displays 
of fall apparel and of rugs and furniture. The 
‘great bulk of window space has been given over 
to clothing displays, but furniture is featured 
to some degree by almost every store. Lord & 

Taylor, preparing for its fall opening of home interiors, has 
given over its entire window space to furniture and rug dis- 
plays. 

~ An unusual number of windows are now devoted to men’s 
apparel. One department store displays fall models for men 
in three of its large Fifth Avenue windows. McCreery’s, on 
Thirty-fourth Street, devotes an equal number of windows to 
showings of men’s suits, hats and overcoats. 


Shoe and hat displays and several bag windows are in evi- 
dence, and children’s and infants’ wear are given considerable 
space, much ingenuity being shown by display managers in 
making these windows attractive. 


I. C. Eldridge, display manages of R. H. Macy & Co., re- 
cently returned from Europé with a supply of novel ideas 
which he has been using to make his windows distinctive 
and appealing, as they usually are. 


His bulb window which has attracted considerable atten- 
tion in New York, if one can judge by newspaper articles on 
the subject which have appeared in several local papers, has 
for its setting’ a scene from Holland. In the background, a 
screen realistically presenting sea and sky in varying shades 
of blue and white, is shown. Before this background, in the 
center of the large window, a gracefully formed windmill. 
mechanically run, appears on a green bank. At each end of 
the window is a brick fireplace with blue wooden benches 
in front and small green trees at either side. On top of the 


fireplace, small pots of varicolored tulips, hyacinths, daffo- 
dils and narcissi are placed at regular intervals. 

Rows and rows of hyacinths, tulips, daffodils and narcissi 
are shown in the foreground with six Dutch figures appear- 
ing among them. Three of the figures are fresh, flaxen- 
haired Dutch girls, two are rosy-cheeked Dutch boys, and 
the sixth is a fat, good-natured shopkeeper. The appeal of 
the window is unmistakable. Two baskets of bulbs are placed 
among the bright-colored flowers and the promise of the 
Dutch garden has undoubtedly lured passing strollers to buy. 
The garden department of Macy’s reports that since the 
window was thus dressed, sales have been more than doubled. 
Advertising, of course, had something to do with this sale, 
but the window display did its part also. 

The words “Imported from Porto Rico” were the in- 
spiration of another distinctive Macy window. This window 
features guest towels of linen, appearing as a ship against 
a background of blue. The blue background is supplied by 
a silk curtain, which falls from the ceiling at the back of 
the window and extends forward to form waves of the sea 
on which the linen towel ship is sailing on its voyage from 
Porto Rico to New York. ‘ 

Other Macy windows feature women’s apparel. Coats, 
hats and dresses are attractive against appropriate back- 
grounds. One window in this group deserves particular men- 
tion. The idea was suggested to Mr. Eldridge by a recent 
exhibition of decorations in Paris. It is a shoe window, an 
article which one writer for The DISPLAY WORLD last 
month declared “notoriously hard to display.” A heavy silk 
curtain of colors in stripes, ranging from palest tan to brown, 
and from palest orange to a vivid shade of orange, forms the 
center background. On either side of this curtain stand mir- 
rors, at the foot of which are urns with glass fruit, brought 





Fur Window by Sidney Goldberg for Orkins, New York City, Displaying Garments on Grotesque Futuristic Mannikins 
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‘rom Paris. Unusual wrought-iron stands with two arms, 
me higher than the other, but both extending in the same 
direction, furnish graceful stands for the shoes of neat ap- 
pearance and clever lines which are displayed against this 
most attractive background. 

A new style of mannequins, brought from Paris and never 
before used in New York, is to be shown next week. The 
display department at Macy’s is preparing for the annual 
display of fine fall fabrics, brocades, metals and velvets which 
will be featured next week. 

Women’s apparel predominates in the windows along 
Thirty-fourth Street. Oppenheim-Collins & Co., Bedell’s and 
McCreery’s present their usual inviting windows. Oppen- 
heim-Collins has one window showing black velvet dresses 
and hats that are particularly attractive. The background 
is conventional, but a gold brocaded shawl, draped on a 
low stand in the background, furnishes delightful contrast. 
Black velvet hats are also shown in this display placed on 
conventional wrought iron stands. 


Bedell’s windows are not elaborate, though neat and 
effective. Windows of green and claret-red afternoon dresses 
are shown sans hangings or other draperies; though har- 
monizing accessories furnish a dainty touch. A display of 
gray and brown caracul coats against a curtain of gold is 
attractive. Gloves, bags and other accessories are included 
in this display. 

Altman & Co. have several noticeably attractive Wwin- 
dows. Along Thirty-fourth Street the windows feature 
Oriental rugs hung from the ceiling at the rear of the win- 
dows, Oriental, inlaid cabinets and screens adding an Eastern 
note. They are invariably placed at the side of the rugs 
so that the entire space of the rug is visible. On Fifth 
Avenue, the Altman windows are dressed, without exception, 
in modern Aubusson rugs, and tapestries are hung in the 
background. A showing of green velvet hats is attractive. 
From standards placed at the sides of the window, green 
velvet is effectively draped. The hat stands are conven- 
tional, but they are of varying heights, which gives pleasing 
variety to the window. Evening and afternoon gowns of 
striking style are shown in other Altman windows. Two 
gray models are displayed against a French tapestry back- 
ground. Two shawls, in rose and gray, are placed on low 
standards at the sides of the window. A sequin fan and 
beautifully made large roses are shown on a luxurious wing 
chair, and a similar fan is. placed on a low stand at one end 
of the window, resting slightly on a dainty pair of silver 
pumps. The general effect of this window is soft and alluring. 


The most striking Altman window is that at the corner of 
Thirty-fifth Street and Fifth Avenue, featuring exquisite 
bridal veils. In the center of the window the bride is shown 
in white satin with an elaborate, yet fine, veil, luxurious and 
long. Behind her, the cupbearer and tiny flower girl are 
shown. The boy is wearing long, white satin trousers and 
blouse, and the little girl wears a long, white satin dress. 
Before the bride are placed exquisite lace handkerchiefs, 
orange blossoms, dainty shoes and pillows and other acces- 
sories, which add their charm to the window. 


A little farther along Fifth Avenue, Best & Co. present 
three Paris replicas in brown, “the perfect color expression 
for fall,” according to the window placard. A bright colored 
screen in the background and a bright orange scarf thrown 
across a low standard, relieve the possible drabness of the 
brown afternoon frocks. All of the windows of Best & Co. 
have these bright screen backgrounds. “What the chic little 
Parisienne will wear” announces another placard, in a win- 
dow featuring decidedly clever dresses for young girls. Sev- 
eral attractive models are shown and matching coats and hats 
are placed on low stands next the models. 

At Russek’s, a fur window is featured. The background 
consists of conventional panels, but urns with bright flowers 
enhance the beauty of the coats and add color to the dis- 
play. The window at Thirty-sixth Street and Fifth Avenue 
displays metal dresses on headless models. Two bright 
shawls are draped on low standards at the ends of the win- 
dow and bright orange flowers aid in giving life to the win- 
(Continued on page 64) 
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Santa Claus 


SNOW 


will give to your holi- 
day windows the true 
spirit of Christmas. 


You will find Santa 
Claus Snow adds wonder- 
fully to any holiday deco- 
ration. It is made up of 
a multitude of crystal 
clear flakes that glisten 
and sparkle brilliantly 
under any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and is effective. 





You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U. S. MICA MFG. C 1521-1527 Circle Ave., 


*°9 Forest Park, Ill. 











The F'ountain Air Brush 


For Show Card and Sign Writers 
‘Easy to Handle and ao in Order 
Ask Any One of 20,000 Users 


> 





Write for Catalog 52D 


Thayer & Chandler 


CHICAGO 





913 Van Buren, 


S ani 
DOUBLE IFCTRIC TURN TABLES 


DisPLAY «> SELL MORE GOODS! 


klectric cost 3 cents per day—Capacity over 1UU lbs. 
Fully Guaranteed—Write Today. 


Yin” ELECTRIC WINDOW SALESMAN CO.  soston 
































NLP AL AA 


PPARALRPERA ARAL FPPASP LAS 
: j Odd Shapes, Combination 
Price Tickets of Colors. Original Designs : 
> 
4 









17 yearsin business. New styles added constantly 
For Shoes, Hats and Millinery noth- 


Samples F ree ing to equal. None above 3 by 4 in. 
B. Stauffer, 631 N. Larchmont Blvd. Los Angeles,Cal 











THE WORLD’S MOST BEAU- 
TIFUL STAGE SETTINGS 


For Rent FOR STYLE SHOWS 
AMELIA GRAIN, Philadelphia 


Established 1890 Absolutely Reliable Service 

















DISPLAYS 





WINDOW SETTINGS 
19 East 15th St., New York City Petpet 
SEND FOR CATALOGUE BACKGROUNDS 























In Writing Advertisers, Mention The DISPLAY WORLD 
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New Era in Gas Field Booms Display 


Vigorous Interest Manifest in Merchandising Paves Way to 
Advancement of Display Methods and Window Forces 


By COLEMAN W. McCAMPBELL 


Assistant Advertising Manager, Standard Gas Equipment Corp. 


REAT change is noticeable in the gas in- 
dustry today. It is no longer an industry 
on the brink of decline. It has been re- 
vitalized by new blood, by new ambitions, 
by new possibilities. It has cast aside the 
mantle of apathy and old-fashioned distrust of new 
ideas. Instead, it has suddenly awakened to the fact 
that it is destined to become one of the two greatest 
industries in the country. 

Domestic gas appliances have been greatly improved, 
so that they meet the strictest safety and performance 
requirements. And then other amazing things have 
happened to make the gas industry of greater national 
importance—such as the astonishing increase in the use 
of gas for industrial purposes, such as the big strides 
made in the practical utilization of gas for house heat- 
ing. Most amazing of all, however, are the rapid de- 
velopments taking place in gas refrigeration. 

Think of it—only a few years ago gas was used 
mostly for cooking. Today it has thousands of appli- 
cations in industry and in the home. Each year the 
unexpected is happening. New applications are dis- 
covered almost daily. 

The benefits to the nation are manifold. First of 
all, gas is a clean fuel. It eliminates smoke, soot, ashes, 
and keeps the atmosphere free from pollution. Next, it 
conserves the nation’s coal supply. Third, it is the most 
convenient and flexible of fuels. It gives the exact heat 
desired and can be perfectly controlled and quickly 
regulated. 

This is not talking about merchandising. Yet it will 
give you some idea of why gas companies are now tak- 
ing a vigorous interest in all the elements of merchan- 
dising, such as newspaper advertising and window dis- 
play. To be an up-to-date American industry they must 
use up-to-date methods. They have more than gas to 
sell—they have: appliances, service and good will to 
merchandise. Otherwise the gas they sell will not be 
used as extensively or satisfactorily as it should be, and 
without the good will of their community they will not 
be able to get adequate financing for expansion ac- 
tivities. 

It is because gas companies have realized this and 
are taking the aggressive, instead of “sitting back on 
their heels” in smug complacency, that they have devel- 
oped a new attitude for gas and the public utilities. 

A great factor in developing this new attitude has 
been the growing use of attractive window displays. 
Instead of leaving the windows blank,or filled with mis- 
cellaneous junk to collect dust, and instead of handling 
their windows in hap-hazard fashion, many gas com- 

panies are taking great care to make their windows a 
definite merchandising asset. Some of them employ 
special window display artists, while others delegate 
one employee to be responsible for the windows in addi- 





' —total staff of seven. 





“Three Feet Wide”—Small Enough for New York Flats— 
Ray Martin Display for Consolidated Gas Co., New York 


tion to other duties. Few, indeed, are the gas com- 
panies that completely ignore their windows. 

To give some idea of the scale on which the window 
display departments of some gas companies operate, we 
will cite that of the Consolidated Gas Company of New 
York. This department was organized less than three 
years ago, with Ray Martin in charge. Today it occu- 
pies a large studio of its own, where window display 
sets for nine branch offices are designed and prepared. 
Assisting Mr. Martin are two pictorial artists, one 
letterer, two window setters and one construction man 
Mr. Martin also has charge of 
floor display for the New York Consolidated. The 
window display department of the Kings County Light- 
ing Company, Brooklyn, N. Y., operates on a much 
smaller, but just as effective, scale. It is in charge of 
Guy Philps, who has one assistant. Gas companies in 
St. Louis, in Portland, Ore., in Chicago, and in many 
other cities operate window display departments of their 
own and have extensive equipment. A number of the 
smaller gas companies depend on the manufacturers of 
appliances to furnish display material and cooperate in 
setting it up. Manufacturers of gas appliances have 
been quick to take advantage of this and are giving their 
window display helps more attention than ever before. 





' KERCHEVAL NIGHTS FEATURED PARADE 

The Kercheval Avenue (Detroit) Improvement Associa- 
tion has promoted two “window shopping nights,” the first 
on June 25, extending east of Connors Avenue along Ker- 
cheval, and the second on June 30, from Hart to Bellevue 
avenues. On both of these evenings the chief feature was 4 
parade, led by members of the common council and the 
mounted police, in which quite a few merchants and im- 
provement and business associations entered floats, totaling 
126 in number. Merchants along the avenue donated many 
of the prizes given the entrants. The entertainment com- 
mittee arranged for dancing both of the evenings. 
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Appeal to the Passer’s Sentiment 


(Continued from page 30) BA is Y oe E R Cc U L E % 








used; for instance, take my “Washington’s Birthday” 
display. The large cut-out of Washington was copied —~SPOT AND FLOOD— 
irom an illustration borrowed from an electrical shop, DESIGNED ESPECIALLY 
-ketched on a piece of wall board, cut out with a FOR THE DISPLAY MAN 
“Cutawl” and painted. The framework of the picture HUMB screw at bot- 
background was also a cut-out done with a “Cutawl” tom for focusing has 
a : is 3 : ume 2 a 3-inch range of adjust- 
n Textone”’ and finished in gold. The picture of the ment. The entire front 
ship and moon aas copied from a magazine cover. containing the lens is 
40 i ; telescopic, allowing a 
he ship was a gray moon yellow and the water very aller pliuiedet af 3 
dark blue, painted on blue sateen. This display was inches, This enables the 
an expression of sentiment unhampered by merchan- pied ima , _— 
vom . ‘ - spot to a 10-foot spot a 
dise, which, let me add, should never be linked with a i0-diet tees. 











« window of this character. 
sek ae ey ee ms Sane iP bie Spring clips are provided to hold color frame when 

made through association of attractive merchandise used either as a spot or flood light. : 

with a colorful setting; even the tilt of the hats was It contains a 334-inch spherical reflector and has 

dictated by the need for revealing features of each a 5-inch imported condensing lens. 

bit of headgear. The same back used in the Wash- 


ington window was utilized in this set. ; 
I strongly believe in limitation of the merchandise Complete as shown Sq qgso 
displayed—each and every article should have plenty with three color gelatines 

of breathing space. This policy enables the window- 


man to bring out all of the beauty and symmetry of 
his goods in an attractive environment. His audience 


The front is removable for flood lighting. 











tS 

sees not a mere mass of wares heaped together, but = Spann 
useful and desirable articles shown in natural rela- DISPLAY STAGE LIGHTING COMPANY 
tionship. 334 WEST 44TH STREET 


In one of my spring opening windows I had a r NEW YORK 
very fair illustration of my ideas. Here appeared a_ 
wax figure in an evening dress, standing before an 
elaborate background framed in foliage. A _ single 
pair of shoes and hose, a hat, and a wrap completed 
the picture in which milady’s spring garb was cor- 
rectly depicted. The display did not attempt to cover 
the entire range of design and color in its presenta- 
tion of the season’s modes; it simply indicated the 
character of our garments and furnishings and ap- 
pealed for feminine favor through their inherent at- 
tractiveness supplemented by the window’s decora- 
tives. These did not cause me the anguish which some 
of my contemporaries experience. This silver and 
black background I built in my own workroom. All 
the settings and screens were made here—even to the 

















i i i No. 299—Collapsible Adjustable Lat- No. 249—Stand | 
— work used om their construction. tice Frame, 6 ft. diameter foundation of Iron, filled | 
lo have good trade-pulling windows they must be for 36 sq. ft. decoration, $4.00; ten (10) ’ 
. oak branches, green and red, to be laid with natural pre- 
given lots of advance thought, and you must co- over the lattice, $250—Complete, $6.50. 


pared ferns and 


operate. with all department heads. For Christmas order, silver foxtails 


| 
from 1-3 ft. long, silver, gold, green or drooping Ivy 
ST a a OR Cg os aa i red, apply them * the ee a Vines and Flow- 
‘and your posts are decorated for Christ : 
ote MOVES per LARGER STUDIOS fo mas. After pa 7 =e silver off ers, 50x24 inches, 
Culmination of six years o rogress in an expansion and apply dogwood or apple spray and 
z ons P you have a spring decoration. complete, $6.00. 


which forced adoption of new and larger studios is an- 
nounced by the Excelsior Window Trimming Co., which has 


just moved into new quarters at 276 Fifth Avenue, New York. Our FALL CATALOGUE NO. 2 


Their former address was 103 W. Fourteenth Street. © Ee 
This forward step is a development required by the steady of Artificial F lowers, P lants, etc., 

growth of their business, involving advertising publicity, 2 

art studio service, still and animated window displays, pos- Mailed FREE on APPLICATION 

ters and lettering, as well as booths and decorations for 


cre, Seika alle weber Eacmedegg Gwiadotga: hae Uaen FRANK NETSCHERT, Inc. 


installed have brought their compensation in rapid increases 
in volume which made the old locations too cramped for 61 Barclay Street New York, N. Y. 


further use. 
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Fitting Cards for Shoe Displays 


Color and Treatment Should Suggest Quality and Make Prices 
Apparent While Avoiding Suggestion of Cheapness 


By T. J. SCHAUWEKER 


Card Writer, Petot Shoe Co., 


HOES are not easily displayed, and if they 
are given the interest-creating atmosphere 
which is essential to good merchandising, 
there’s no end of velvets and velours, 
flowers, accessories and fixtures that can 

be used. These win attention, but attention alone does 

not make sales, and, in a period like this, when the style 
changes are frequent, good design and price are items 
of much jnterest to the buyer. 

With our company price is an issue, store policy 
demanding for patrons stylish design at a popular figure. 
To make sure that the importance of price will be con- 
veyed to the window shopper without loss of prestige, 
it is essential that our cards carry the quality note. They 





Columbus, Ohio 


must be pleasing in color, although conservative, em- 
phatic as to price without emphasis on cheapness. 

Now what ought Mr. Cardwriter to do under the 
circumstances? From what can he draw inspiration? 
Personally, I would follow the displayman in my choice 
of aids and give to my cards the same lustre that he 
gives his windows. 

If he finds it good strategy to bring in orange flowers 
and green velours, or blues or lilacs, why not resort to 
the same color scheme? Why not'use a color of board 
that will be rich enough to get attention and in this act 
secure notice of a finely executed price phrase? That's 
what I have tried to do, and, apparently, to everybody's 

satisfaction. 
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Above, Trio of Cards by Mr. Schauweker; 


more | than 
ever — the 


popular hat 


Below, Productions of William M. Richards, The Scott Co., Youngstown, Ohio 
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Say it with--- 
CHRISTMAS 
DISPLAY CARDS 


Daily’s bright, beautifully printed holiday Christmas cards 
are growing in popularity every year; 1926 will break all 
6 records, absolutely—advance orders prove it. 
Sa: And now’s the time to insure yourself a suf- 
ficient supply of these friend-making, sales- 
coaxing “Yuletide Cards,” so you will be 


prepared in ample time. 


TAKE A WELL-MEANT TIP: which illustrates, describes and priees Daily’s exclusive 


5 E A ‘ designs. The pictures spedk for themselves; they tell a 
Write Today for Beautiful Multi-color Circular story of striking beauty and unparalleled quality. 


126 T0130 Os G) DAYTON, 
E.THIRD ST. ‘ 
| 




















7 








Airbrush your signs 
and display cards 


—_———— "eo 


Write today for the new art catalog 


easels Hirbwush bo 


1902 Diversey Parkway, Chicago, Illinois 


Rea ks ees fat hla 


00 ? al Xi 
° il 
4 Facer ase wt goes faster and produces more 
2 ia JM artistic effects than hand work. Customers like 
Anew edit it.’ Your profit is greater. 

a Paasche Airbrushes can meet your exact require- 
of the S eedball y ments. Our absolute money-back guarantee in- 
Text rere) Hi, sures that. 

7a, THE SPEEDBALL TEXT BOOK } 








“Contains over 200 practical examples ” 

GThis book with a dozen Speedball Pens, SO): 
ary style) A-BerC- and a bottle of SpeedballInk Ar =Z' 
C.Howard Hunt Pen Co.. 


Camders,N.J 1S. 
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Garnering the Sales on Golf Toggery 
Wherever There Are Tired Business Men There Are Golf 
Clubs and Every Player Must Have Appropriate Clothes 


By J. WALTER JOHNSON 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore, 


OLF may have originated in Scotland, but 
it shows all signs of reaching healthy ma- 
turity in these United States. Wherever 
the business and professional man has 
leisure enough to afford an alibi for the 

indulgence, golf courses flourish, club houses rise, and 
amateur golfmen thrive. 


~ 


Be the community large or small, the interest is 
equally pronounced—and likewise the interest in 
proper sartorial scenic effects. What true follower of 
the exhilarating sport would hazard appearing on the 
green in ordinary “civies’ when, mere ownership of a 
golf bag entitles him to the gorgeous toggery of gay 
colored knickerbockers, flaming sweaters, and gaudy 
woolen sox? Wherever there are golf courses there 
are hosts of those who will buy golf toggery, and 
consequent profits for the enterprising merchant who 
serves as the alleviator of this craving. 


The buyer of this type of apparel is drawn either 
from the ranks of business or from the faddish young 
clerical workers. He is impressed by the huge and 
ostentatious, and finds special delight in the glamorous 
and colorful. To reach him the most efficient means of 
appeal is that which can be grasped in a moment and 
digested almost instantaneously. Of all the potential 
patrons who come within the category of those who 
“run and read,” he is the most outstanding. 

Scenic backgrounds, well painted and properly in- 
stalled are the most fitting means of directing the 
golfer’s attention to your store and its sports’ apparel 
department. The accompanying sketch presents a 
means of pictorially creating in the store window the 
holiday atmosphere which will properly tone displays 
of golf and sports wear. Any live-wire displayman 


with time to execute this canvas can produce it with 
comparative ease by the ordinary graphing and out- 
lining process. 






































This is the Type of Background Which the Golf 


“Bug” 











































































Cannot Pass—Its Size Guarantees His Interest 


October, 1926 
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Windows Lighting Vies with Theatre 


(Continued from page 18) 






exciting, joyous, gay, merry; yellow-green—cheerful; green— 
neutral, tranquil, cool, soothing; blue-green—sober, sedate; 
blue—cold, grave, tranquil, serene; violet—solemn, melan- 
choly, neutral, depressing; purple—neutral, solemn, stately, 
pompous, impressive. These commonly accepted attributes 
o' color must be borne in mind by the window displayman 
when seeking to create a certain atmosphere in the window. 

Each display should be studied particularly with a view 
to the effect of color on the merchandise displayed, and there 
always should be a logical reason for the use of any par- 
ticular color of light. For instance, in a display of living 
room furniture, arranged to simulate a living room setting, 
advantage should be taken of the fact that red and orange 
are warm colors, and, when properly mixed with white, so as 
to be more felt than seen, give a delightful effect. 

If the display is of fall wearing apparel in an autumnal 
setting, a yellow-green, properly diluted with white light, 
will give the requisite cheerful effect; whereas if of spring 
wearing apparel, a more joyous, gay and merry atmosphere 
is provided by means of yellow with a slight admixture of 
green diluted with white light. For creating the cool and 
quiet atmosphere desired for a display of porch or lawn furni- 
ture in the appropriate setting, the light should be given a 
greenish cast by mixing green with the white light. During 
the holiday season, when toys are displayed in a yuletide 
setting, a predominating blue light creates the desired cold 
atmosphere. For frocks of variegated color, mixing red and 
blue into the composition of the light will be found helpful 
in bringing out the color values of the goods displayed. For 
lingerie of flesh and pink tints, the use of some red light 
suggests itself. These are but a few of the possibilities in 
the use of colored light in creating atmosphere in the show 
window. 

Absolutely pure spectral colors are not necessary for most 
applications of colored light. This being the case, the trans- 
mission for any particular color may be increased by using 
a filter, which allows some of the other colors to be trans- 
mitted along with the predominant one. The resultant color 
may still appear blue or orange or red, as the case may be, 
but the quantity will have been increased by the dilution with 
other colors. .For window lighting, however, high transmis- 
sion is of less importance than reasonable purity of colors. 
Therefore, in selecting color filters of gelatin or glass, the 
aim should be to strike a balance between efficiency of trans- 
mission and color purity. 

Silhouette Lighting—Another use for colored light is in 
“painting with light” the background of the window and sil- 
houetting the display against it. With neutral drapes of 
ecru or gray, colored light played upon them will make them 
assume various hues. By the installation of the proper light- 
ing equipment adjacent to the background, such backgrounds 
may be tinted in harmonious pastel shades of great variety, 
making possible some very striking displays. Here the dis- 
playman has placed’at his disposal a medium which enables 
him to create artistic effects of greater variety than the 
artists’ brush and oils can produce. Moreover, he can call 
to his aid “mobile light,’ through the use of automatic dim- 
ming equipment, and compel greatest attention by changing 
color effects on the background through a continuous cycle. 
Another trend in show window lighting, therefore, is adoption 
of the art of the stage electrician in the use of colors. As a 
matter of fact, the show window in its essentials is a minia- 
ture stage setting, and it is, therefore, inevitable that more 
and more the principles of stage lighting should be used. 





SWORDS & CO. PLANNING EXPANSION 


Swords & Co., Nashville, Tenn., have perfected plans to 
enlarge their store, taking over the building formerly occu- 
piel by the State Trust Co. This immediately adjoins the 
space now occupied. Both buildings are to be united by a 
remodeling program which will virtually rebuild the two 
structures. The new building will represent an investment 
of epproximately $300,000. 
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Thirty Shades in 
High Quality 


Art Poster Board 


Highly Adapted for 
Speed in Both Pen 
and Brush Work 


Send for Jample Folder 


cresteNT)) Baan 


C)ete. we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO sox COMPANY 


666 W. WASHINGTON BLVD. CHICAGO 
Originators of New Colors and Finishes in Poster Boards- 


































Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples sent. 
on request. 


Cleveland Decorative Works, Inc. 


1260 W. 9TH ST. CLEVELAND, O. 





























THE AIR BRUSH 


adds that distinctive tone to your work. Daily use makes 
it a necessity. 








ete Mele WOLD AIR BRUSH Mra CU 






See your dealer or send for a catalog. 


ced ia and again, remember a WOLD 
AIR BRUSH is the Air Brush. 


_ THE WOLD AIR BRUSH MFG. CO. 





2173 N. ‘California Avenue CHICAGO, ILLINOIS 





Big fotare 
$507 T° S08 WEEKLY 
DETROIT .C. gar says; Harned 52 ae 


ann 
John Vassos, N. 
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164 PAGES 


OF INFORMATION 
on Signs and Show Cards 


is contained in the Big Fall Special and 
List Number of SIGNS OF THE TIMES. 


Here’s a partial list of contents: 


Campaign tu Advertise British Goods in Canada brings Re-order 
—‘Bill-Sticker” Known in England 300 Years Ago, by C. J. Lytle 
—Paris, France, Has Seven Poster Plants, by James A. Curran— 
Posters Used by Isle of Man Merchants—Outdoor Advertising 
Introduced in Ireland—Channel Type Electrics Preferred by 
Danish Firms—Glass Signs Cover Fronts of Stores in Norway— 
Signs Sell Modern Commodities to Chinese—New Zealand Has 
All Forms of Modern Sign Displays—Sign-Ad Company Has 
Largest Outdoor Plant in Australia—Port Elizabeth, South 
Africa,. Uses Modern Show Cards—Signs Grace Agricultural 
Show in Johannesburg, South Africa—Large and Varied Pro- 
gram Prepared for Outdoor Convention—Linder Builds Good- 
Will for Outdoor Advertising—Improvements Increasing on Out- 
door Displays, Survey Shows—Harry O’Mealia Carries on Suc- 
cessful Interests of His-Father—Hi-Spots in the Realm of Out- 
door Advertising—Hi-Lites in the Domain of Sign Advertising 
—New Outdoor Advertising Structures Meeting Increased Popu- 
larity—Merger of Electric Sign Firms About to Be Realized— 
Men and. Matters in the Outdoor World—Poster Patter—Service 
is the Watchword of Langever in Fort Worth—Fifty Years of 
Posting, by James A. Curran—Outdoor Advertising in Action— 
Street and Highway Markers—Early Replies to Electric Sign 
Survey Show Gain—Des Moines Merchants Appreciate Value of 
Electrical Advertising—Chesterfield Sign Monument to Electri- 
cal Advertising Genius—Electrical Christmas Messages Express 
Desired Warmth and Cheer—Luminous Tube Signs Meeting 
with Increasing Favor—Daily Washing Turned Out by 6,000 
Lights Nightly in New York—Flashes from the Electrical Ad- 
vertising Field—Applied Psychology Overcomes Sign Sales 
Resistance—Fifteen Packs of Gold Embellish Newark Electric— 
Practical Inventions in the Advertising Field—Los Angeles 
Tube Sign Is Visible for One and One-Half Miles—Window 
Displays Essential Unit in Well-Rounded Advertising Program 
—Plain Cards Adaptable to Any Color Scheme—Show Card Lay- 
outs Designed by H. C. Martin—Litic, New York Artist, Re- 
ceived Training at Ecole des Beaux Arts—Joe Sneed Takes 
Spurs from Leather-Vested Cowboy, by H. F. Voorhees—Float- 
ing Displays Would Keep Our Navy Busy, by Zim—Posters 
Permanent Part of A@pertising, by Ross F. George and Frank 
C. Jacobs—Progressive Sign Company Leads August Sign Photo 
Contest—Painting of Human Face Requires Grasp on Anatomical 
Draftsmanship—Ultimate Success Among Artists Often Realized 
Through Free Lancing—Famous Collection of Type Faces Ex- 
hibited in New York City—SIGNS OF THE TIMES. is Text- 
book at Wanamaker’s—Art Sketches for Painted Displays— 
Sound Business Ethics Based on Integrity, by Fred T. Brooks— 
George W. Losey, New Craft President, is Pioneer in Sign 
Field—Estimate Given on Board and Galvanized Iron Signs— 
New Markets Opened to Sign Men Through Decorative Design. 


SUBSCRIPTION ORDER BLANK 
October, 1926 


SIGNS OF THE TIMES, 
Cincinnati, Ohio. 


Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
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With the New York Displaymen 


(Continued from page page 57) 


dow. In the foreground, gleaming pearls and other jewelry 
add their suggestion of richness. 

At Stewart & Co., a placard announces “Cloth Frocks are 
the Vogue for Immediate Wear,” and most attractive models 
are exhibited. Four figures are used to display the advanced 
tailored models. They appear against a background of lat- 
ticed windows. Appropriate hats, bags and scarfs add color 
and finish to this display. 

Another Stewart & Co. window features gray cloth coats 
in decidedly attractive styles. A green rug is used and a 
green and gold stand is placed among the gray models. 
Dainty gloves and bags appear on the stand. The effect of 
the window is highly pleasing. 

Franklin, Simon & Co. windows are given over to men’s 
wear and to sport and afternoon dresses for women. Men’s 
topcoats are displayed against a curtain background showing 
the seal of the London house of Carmor, which furnished 
the coats. The coats are placed on stands, and beneath 
them, in graceful folds, are spread lengths of the materials 
from which each particular coat was cut. 

Following the store’s usual custom, dresses are displayed 
on painted, two-dimensional figures which appear in a silk 
frame at the rear of the window. The figures are cleverly 
painted and give an air of smartness, which is completed 
by the truly clever lines of the dresses in which they appear. 

Lord & Taylor windows are featuring furniture. In the 
windows off Fifth Avenue, Aubusson rugs in colors of ex- 
quisite delicacy are shown. The rugs are large and take up 
most of the windows, but on them are placed a few articles 
of furniture. Wing chairs and unusual cabinets are in evi- 
dence, though not enough to obscure the rug showing. 

The corner window on Fifth Avenue of Lord & Taylor 
is a masterpiece of comfort. A library is shown with lacquer 
and walnut reproductions from Ipswich, England. The room 
is truly delightful with its soft lights and comfortable wing 
chairs placed at just the correct spots. One leather chair is 
of dull red and another of dull yellow, but the result is in 
exquisite harmony with the walnut cabinet of the room and 
the walnut book shelves. A walnut desk appears at one 
side with a chair before it, which gives the impression of 
just having been vacated. An open book lying carelessly on 
the desk, adds to this impression, as do other evidences of 
human contact which appear about the room. A _ bookcase 
of walnut with a few books out of place is shown at one 
end of the window. 

New display fixtures for windows and interior and hang- 
ings installed at Orkins, West Thirty-fourth Street, by 
Sidney Goldberg, the new display manager, have made a 
profund change in the character of their offerings. An ac- 
companying illustration shows a striking display in which 
stolid Oriental faced figures wearing fur coats were shown 
against Reseda green hangings, with floor coverings in the 
same color and a set piece of blue and green. Fall foliage 
embellished the scene. 

Bonwit-Teller windows present a striking display of 
dresses and negligees. The negligee window has a tapestry 
background, before which three models, all displaying metal 
cloth negligees, are shown. <A small stand with a huge, 
fluffy white powder puff appears at the rear of the window 4a 
little to the right, and dainty boudoir slippers and _ toilet 
accessories placed in the foreground add to the luxurious 
aspect. 

Arnold, Constable & Co. have a particularly attractive 
window devoted to a showing of new colorings and designs 
for evening wear in chiffon velvet and metal brocade. A 
rich, black velvet curtain appears in the background. In the 
center of the curtain loom large painted flowers spreading 
from the top of a stand. From the center of these flowers, 
which are fashioned of wood, materials of rich colors in 
velvet and brocade are draped in soft, graceful folds to 
figures placed in the foreground at the sides of the window. 
About these figures the folds of some of the materials are 
draped. Others are spread attractively on the floor of the 
window. 
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Samuel J. Hanick, Reuben H. Donnelley Corp., Philadel- 
phia, Pa., took a very conspicuous part in the convention of 
the Window Display Advertising Association, New York 
City. He was chairman of the installation session that 
proved so valuable and interesting. Furthermore, his sin- 
cerity in the work of the association was shown by his liberal 
contribution to the sustaining membership fund. 





Mr. and Mrs. R. V. Wayne were visitors at the W. D. 
A. A. convention, and, while in the metropolis, secured some 
very nice business for his company, the Detroit Window 
Display Service. 





The Window Display Installation Bureau, Inc., Cincin- 
nati, Ohio, was officially represented at the convention by 
Clyde P. Steen, business manager, and Walter G. Vosler, 
secretary. This concern also contributed liberally to the 
W. D. A. A. sustaining membership fund. It is interesting 
to note that the display service branch of window display 
advertising acquitted itself notably at the convention. 





Bert Weaver has organized the Weaver Display Service, 
Midwest Hotel Building, Wichita, Kansas, and is prepared 
to serve national advertisers. 





Whitmer Display Service, Inc., Cleveland, Ohio, is now 
located in larger quarters at 1405 St. Clair Avenue, and is 
operating in the following cities: Cleveland, Toledo, Akron, 
Youngstown, Erie and Pittsburgh. H. W. Whitmer is presi- 
dent and general manager; George E. Dugdale, secretary 
and treasurer; Carl E. Rundt, manager of Erie office, and 
Arthur A. Burton, manager of Pittsburgh office. This con- 
cern is handling a large volume of installation business and 
forecasts a busy year for all display firms. 





Shipley Advertising Service has opened offices in the 
Chalmers Building, Detroit, Mich. succeeding the Best- 
Way Advertising Service. 





Sol Fisher, of Fisher Display Service, Chicago, was elected 
vice-president of the W. D. A. A., and Samuel J. Hanick a 
member of the Board of Trustees. With this representation 
the association is bound to give adequate attention to in- 
stallation problems. ; 





Lee F. Cornell, advertising and display manager of 
Stukenberg & Borchers, Freeport, Ill., has resigned to be- 
come identified with the A. Sackim Co., Iron Mountain, 
Mich. Mr. Cornell will have a financial interest in the 
business—a large department store. 





A noteworthy addition to the principals of the firm of 
Stern, Joham & Grossman, Los Angeles, manufacturers of 
display fixtures and decoratives, is Harry Silvers. Mr. Sil- 
vers has for many years represented the firm in southern 
California and now assumes a place in the executive coun- 
tils of the firm. : 





The Dis-play-well Window Decorating Service, of which 
L. E. Kaplan is manager, has removed to larger quarters 
at 268 Fourth Avenue, New York City, where an entire floor 
is occupied. 





Jerome E. Walter has found it necessary, like many 
other firms in the Eastern display field to select larger 
display rooms and studios and is now located at 3 West 
Twenty-ninth Street, New York City. -Mr. Walter and his 
organization have put over very successfully a traveling 
boster display for national advertisers that measures 5x7 
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feet, weighs only seven pounds, and fits into a box one- 
eighth of its size. Designed by Miss Vyvyan Donner, this 
consists of a felt background with satin figures that are 
designed and cut under a new system that eliminates ravel- 
ing. All color hues, trade-marked packages and insignia 
can be reproduced. Department stores have been especially 
responsive to these unique creations. 





The National Advertising Distributors, 45 Winslow St., 
Boston, Mass., have changed their name to the National 
Advertising Service and have opened an office at 225 Dudley 
Street, Boston, in addition to their warehouse address. They 
have a large staff of displaymen busy throughout New 
England putting in windows for Champion fountain pens, 
and have booked several large contracts for early fall com- 
pletion. 





Ross-Krower, Inc., eastern representative of the Scene- 
in-Action displays, formerly at 17 West Forty-second Street, 
New York City, have opened a new show room at 67 West 
Forty-fourth Street, in the same city. The name of the 
corporation has been changed to Ross Displays, Inc., with 
Edwin L. Ross and William A. Whiting, now actively serving 
their many clients with advertising ideas and displays of 
unusual pulling power. 





B. E. Elliott, who has been in the advertising business 
in Anderson, Ind. for the past five years, owning and oper- 
ating a large painted board plant there, is giving added 
attention to his window display department and is taking 
up the installation of displays for national advertisers. The 
firm is now called the Elliott Advertising & Window Trim- 
ming Agency, with offices at 7 Griffith Building, Anderson. 





Ezra M. Gjerset, a well-known displayman of Minne- 
sota, has established a window display servicesat 518 West 
Walnut Street, Chisholm, Minn., and will cover the entire 
iron range, consisting of a chain of thriving cities, in which 
the principal points will be Virginia, Grand Rapids, Hib- 
bing and Evelyth, in addition to Chisholm. Service for 
local merchants, as well as national advertisers, will be 
featured. 





Terminal Barber and Beauty Shops having twenty branches 
in and around New York City have placed their entire dis- 
play window work with the Window Display Service, Inc. 
The latter, owing to this and other prominent new accounts, 
has found it necessary to take much larger quarters at 148 
West Twenty-fourth Street, New York City. 





G. C. Dewitt, who operates the Western Display Advertis- 


- ing Service in Oklahoma City, Okla., reports an exceptional 
run of window display work for the past season. 





Edgar P. Nelson, of the Nelson Display Service, San Fran- 
cisco, Cal., and Jay S. Green, partner of S. M. Kerrison, of the 
Kerrison Co., have consolidated their businesses. The new 
firm is known as the Nelson-Green Display Service, and is 
located at the present address of the Kerrison Co., 583 Market 
Street. The Nelson School of Lettering and Poster Art will 
be in conjunction with the business at the same address. Both 
Mr. Nelson and Mr. Green have had fifteen years of experience. 





W. W. Farrer, window display specialist, of Richmond, Va., 
has just concluded window display campaigns on Flit and 
Kolynos Dental Cream and has contracted a number of other 
accounts for the fall and winter season. 
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The Honor Roll of Display ee ee 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


TUCSON, ARIZONA, AND VICINITY 
FRED J. CODD ADVERTISING SERVICE 
P. O. Box 1681, Tucson, Ariz. 


A complete Window Display Service for National 
Advertisers. House to house distributing. Personal 


PHILADELPHIA 


A first-class window display campaign will put your product ‘on 
the map, boost sales and increase distribution. We can show real 
results in Philadelphia and surrounding points. Capacity 1,000 
dispiays per week. ° Write for list of satisfied clients. 


SAMUEL J. HANICK 1214 Race Street 


Associated with Window Display Installation Bureau, Inc. 


WINDOW DISPLAY SERVICE 


ESS BLDG. 


SALT LAKE CITY 


(The Center of Scenic America) 











Has a connection with Salt Lake Druggists’ and Grocers’ Asso-, 


ciations. Backed and Sponsored by all local Newspapers, Brokers’ 
« Association and the Chamber of Commerce. 


SEND FOR LITERATURE 


Window Display Installation Bureau Associate. 


BUFFALO 


350 Drug Store and 850 Grocery Store Windows 
Available. Consult 
E. Preston Browder, 


WINDO-CRAFT DISPLAY SERVICE 
Cor. Genesee and Washington Streets, Buffalo, N. Y. 


NEW YORK 


NEW JERSEY—CONNECTICUT—PENNSYLVANIA 
Window displays delivered and installed for national advertisers. 
Market analvsis—Surveys—Sampling, etc. 

Write for data and references. 

ACME WINDOW DISPLAY SERVICE 
H. J. Cox, Manager, Formerly with the Woman’s Home Companion 
225 Fifth Avenue Telephone Ashland 0896 New York City 











Complete Window Display-Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 


SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1348 St. Clair Avenue Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER ; 
INDIANAPOLIS, IND. 

A complete merchandising service put on in conjunction, with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 


ST. LOUIS WINDOW DISPLAY SERVICE 


L. W. JUNGER, Manager 
725 Victoria Bldg., St. Louis, Mo. 
A complete Window Display and Merchandising Service for the 
NATIONAL ADVERTISER covering St. Louis, Mo., and East 
St. Louis, Illinois, and all surrounding territory. All YEAR 
ROUND SERVICE. 


CAMPAIGNING — SIGNS — LITHOGRAPHING 











NORTH CAROLINA 


Where Prosperity Reigns 
A Complete State-Wide Display Service for National Advertisers 
Associate with Window Display Installation Bureau 


J. M. UPCHURCH 


Display Specialist 


907 W. Lenoir St. Raleigh, N. C. 


ABEGGLEN’S DISPLAY SERVICE 


822 S. Weaver Avenue 
SPRINGFIELD, MO. 


A complete window display. service for national! 
advertisers. 


Associate of Window Display Installation Bureau 


ROCHESTER, MINNESOTA 
in the State With 10,000 Lakes 


Has the Window Service You Want 
The Oldest Service in the State 


Rochester Window Service 
802 Fourth Street, S. E. N. K. Markle, Director 


FT. WORTH, TEXAS 
WOOD ADVERTISING SERVICE 


_ Statistical Surveys—House-to-House Distributing 
Window Installation Service for National Advertisers 
60 Drug Store and 100 Grocery Windows Available 


207 Renfro Bldg. 
ST. JOSEPH, MO. 
and Vicinity 
MEYER DISPLAY SERVICE 
1009 Frederick Ave. 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 


SEATTLE 


Complete window trimming campaigns in Seattle and outside 
territory from Bellingham to Olympia. Sketches furnished. Scenic 
Artist. Process Plant. Booths, Floats and Halls trimmed to order. 


PRATHER-MARQUIS CO., Inc. 
H 
| 











P. O. Box 181 








Office: 405 Douglas Bldg.—Elliott 6780 
Plant: 1401 Dexter Ave.—Garfield 8460 
SEATTLE, WASH. 


ALL OVER WEST VIRGINIA! 


Complete window display service for national adver- | 
tisers hy competent, intelligent displaymen; service and 
quality guaranteed. 


The Palette Advertising Service 
321 Wolk-Teitelbaum Bldg., Clarksburg, W. Va. 


BROOKLYN, NEW YORK | 


AND SUBURBS SURROUNDING MANHATTAN 
Window Displays Installed for National Advertisers 


Merchant’s Window Decorating System Co., Inc. 
375 Marlborough Road, Brooklyn, N. Y. 
Telephone, Buckminster 5010 J. G. Waters, Pres. 


CHICAGO 
ACME DISPLAY SERVICE, Inc. 


538 S. Dearborn Street Chicago, Ill. 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


“Window Displays That Sell Merchandise” 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 














Manufacturers’ Window Display Service 
Covering for 
STATE OF CALIFORNIA National Advertisers 
CAMPAIGNS A SPECIALTY—STEADY SERVICE 
Any Part 


THOMPSON & PARMLEY 
1125 SENTOUS STREET, LOS ANGELES, CAL. 





IN PROSPEROUS FT. WORTH 


HUNTSMAN DISPLAY SERVICE 


Offers the National Advertiser a highly specialized Window. Dis- 
play Service in 60 of the best located Drug Stores in the city. 


Studio, 3704 W. 7th St., Ft. Worth, Texas 


Associate of the Window Display Installation Bureau, Inc. 


ROCHESTER, N. Y. 


and Surrounding Territory 


LLOYD HIGBIE 
DISPLAY ADVERTISING SERVICE 
546 Westfield Street 


Window Displays Installed, Designed, Delivered for Local 
Merchants—National Advertisers. 
(Sales-Producing Displays Since 1918.) 


WASHINGTON, D. C. 


Complete Window Display Service for ‘National Advertisers, 
Guaranteed Service. ‘We have nothing to sell but service, the 
kind you want when you want it.” 


WASHINGTON WINDOW DISPLAY SERVICE 


1317 New York Ave, N. W. Washington, D. C. 
MAURICE KRESSIN, Gen. Mer. 
Associate Member, Window Display Installation Bureau, Inc. 


CINCINNATI 


AND SURROUNDING TERRITORY 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


PHILADELPHIA and PITTSBURGH 


Complete Display Service Throughout 
Pennsylvania, New Jersey, Maryland and Delaware 
For National Advertisers and Local Mercharits. 


W. H. LINGENFELTER 


5931 Windsor Ave., PHILADELPHIA, PA. 

















J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for, National Advertiser 


Manager, J. D. Williams 








TEXAS and LOUISIANA 


Complete Display Service Covering 


Beaumont, Port Arthur, Orange and Lake Charles 
For National Advertisers and Local Merchants 


Cc. E. BROWN 
WINDOW DISPLAY SERVICE 
451 Orleans St., Beaumont, Texas. P. O. Box 944 
Associate Member Window Display Installation Bureau, Inc. 


CHICAGO 


Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Ill. 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


Associate of Window Display Installation Bureau, Inc. 


LOS ANGELES 


and 
; SOUTHERN CALIFORNIA 
Consistent display service for national advertisers. 
Experienced displaymen; attractive windows guaranteed. 


THE WESTERN DISPLAY SERVICE 


Box 244, Highland Park Station, Los Angeles, Cal. 











BASEMENT HOLMES BLDG. SIXTH ANDMAIN STREETS 





COOPERATING WITH NATIONAL ADVERTISING AND 
DISPLAY AGENCIES 








Display Services ! 


This is your only means of 
identification as a: responsible 
and capable display organiza- 
tion. Arrange for representa- 
tion beginning with the next 
issue. Address Advertising De- 
partment. ng 





























































DISPLAYS EXCELSIOR WINDOW TRIMMING COMPANY | STILL AND 
FOR 276 FIFTH AVE. NEW YORK CITY ANIMATED 
NATIONAL HOLLAND BUILDING WINDOW 
ADVERTISERS ‘TELEPHONES: ASHLAND 1478-1479 DISPLAYS 
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Coast Convention Scores a Triumph 


(Continued from page 13) 
J. Allyn Dean, Spokane, supplemented Amdahl’s explana- 
tion with a view of conditions in his store before and after 
installation of the budget. “Beforé we succeeded in getting 
an appropriation,” he said, “whenever a season came along I 
used to go to the manager and say that I would like to get 
ready and I want to know how much money we can have. 
He invariably would say, ‘Go ahead and get up something 
fine and submit it to us and tell us how much it will cost, 
then we will see whether you cam go ahead with it or not!’ 

“T would do that, trying my best to feel them out on how 
much they would allow me to spend to get a little idea on 
the matter. We would submit a plan to the boss and tell 
him the cost. He would say, ‘Business has not been very 
good and you had better work that over, cut it down about 
50 per cent,’ and all you men know what that does with 
perhaps a week’s planning and work. You have to revise 
your entire plan. You go back and revise that and it is very 
disheartening because you have been enthused over what you 
were working up and you lose that enthusiasm.” 

The energetic campaign which the northern California 
delegation conducted in behalf of their candidates swamped 
whatever opposition existed. At the Tuesday afternoon ses- 
sion, Fred A. Gross, president of the Northern California 





Group of Prize-Winning Demonstrations -P. C. A. D. M. Convention: Upper Left, Second Prize, $25, Oregon City Woolen 


October, 1926 


Association of Display Men, the San Francisco unit, and 
display manager for the Owl Drug Co., was elected presi- 
dent by unanimous vote, Secretary Stohlton casting the 
ballot of the convention in his favor, and a few minutes 
later E. Q. Wilson, secretary of the Northern California 
Association, was named for secretary. Ralph Pfister, Grote- 
Rankin’s, Seattle, was elected second vice-president without 
opposition. On Gross’ motion, San Francisco had pre- 
viously been named as the 1927 convention city. A crowded 
program forced selection of the remaining officers over to 
the following day, when William Scharninghausen, Seattle, 
was chosen first vice-president. and Ray Hering, Spokane, 
third vice-president. 

The demonstrations were conducted with greater in- 
sistence upon selling strength than .is customary. An instance 
of the painstaking accuracy of the judges is found in the 
criticism of the display by C. Y. Hawver, awarded first prize 
in the house furnishings demonstrations. . The spokesman 
for the judges, in announcing their decision, said: “We 
chose Window C because it is a most realistic setting 
and the furniture has been used more on the line it would 
be used in a room, and it makes it much easier for the 
passerby, who may spend thirty seconds or a minute in view- 
ing that window; the furniture arranged as it is and the 
drapes as they are, it is much easier to visualize those pieces 
as they would look in a home. These are the reasons we 
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Mills, by L. J. Bell, Hamilton’s, Albany, Ore.; Upper Right, First Prize, Nevligee, Adrian Pelsman, N. Wolfe & Co., Abei- 


deen, Wash.; Center Left, First Prize, Women’s Wear, M. O 


. Evanson, B. Wahl Co., Bellingham, Wash.; Center Right, 


First Prize, Home Furnishings, C. Y. Hawver, Tull & Gibbs, Spokane, Wash.; Lower Left, First Prize, Hosiery, Kenneth 
Bush, Hotel Davenport Sport Shop, Spokane, Wash.; Lower Picht. First Prize, Men’s Apparel, A. O. Hewitt, Ben Selling 
Company, Portland, Ore. 
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awarded this window first prize. There’s just one criticism 
which we found and that is, the card says ‘For the New 
Home.’ The merchandise could be used as well in an old 
home as in a new one.” 

Contests were staged on silk draping, women’s apparel, 
men’s wear, silk hosiery, men’s furnishings, silk lingerie, and 
home furnishings. In the first three groups prizes for both 
first and second contestants were loving cups, while Ruby 
Ring Hosiery served as the prizes in the hosiery competition, 
eight pairs going to the winner of first place and four to the 
second. In the men’s furnishings awards the prizes were a 
loving cup and a fountain pen set; for home furnishings, a 
chest of silver and a percolator. 

A cash prize of $75.00, donated by the Frink Co., Inc., was 
ofiered in a test of skill in handling Lina Cavaliero toilet 
articles, $100 for Oregon Woolen Mills displays and a Bulova 
white gold wrist watch for a special novelty window. 

Decision of the judges gave the honors to the competitors 
as follows: 

Silk Drapes: First, Bert Cultus, Bedell’s, Portland; second, 
Ray Hering, Spokane Dry Goods Co., Spokane; third, L. J. 
3ell, Hamilton Store, Albany. 

Women’s Wear: First, M. O. Evanson, J. B. Wahl Co., 
Bellingham; second, Glen B. Waugh, White House Co., Spo- 
kane; third, Kenneth Bush, Hotel Davenport Sport Shop, 
Spokane. 

Men’s Apparel: First, A. O. Hewitt, Ben Selling Co., Port- 
land; second, Victor Linden, R. J. Hurd Co., Spokane. 

Ruby Ring Hosiery: First, Kenneth Bush, Hotel Daven- 
port Sport Shop, Spokane; second, Z. E. Averill, Meier & 
Frank Co., Portland; third, Ernést Baker, Townsend Mercan- 
tile Co., Townsend, Wash. a 

Men’s Furnishings: First, H. C. Lamb, Lowery & Co., 
Portland; second, W. D. Willoughby. 

Frink Co.—Lina Cavaliero Contest: First, R. F. Ogle, 
Everett Dry Goods Co., Everett; second, M. O. Evanson, J. B. 
Wahl Co., Bellingham; third, L. J. Bell, Hamilton’s, Albany. 

Lingerie: First, Adrian Pelsman, N. Wolfe Co., Aber- 
deen; second, N. Bonos, Jenson & Co., Walla Walla; third, 
K. Bush, Hotel Davenport Sport Shop, Spokane. 

Home Furnishings: First, Cyrus Hawver, Tull & Gibbs, 
Spokane, 

Oregon Woolen Mills Contest: First, Ray Hering, Spo- 
kane; second, L. J. Bell, Albany, Ore.; third, A. Flockere, 
McDougal-Southwick Co., Seattle. 

Ray Hering won over Dave Starr in the live model draping 
contest, and Display Manager Melbostad, Potlatch Mercantile 
Co., Potlatch, Idaho, won the white gold wrist watch offered 
2 Secretary Henry Stohlton for the most novel showing of 
shoes. 

Monday afternoon J. D. Ross, head of the Seattle Light De- 
partment, reviewed “Evolution of Artificial Light,” illustrating 
his talk with a series of demonstrations in which the remark- 
able possibilities of lighting were disclosed. Nathan Eckstein, 
who followed, declared that the old maxim that “Goods well 
bought are half sold,” had been converted into “Goods well 
displayed are entirely sold.” 

At the Tuesday morning session George Phillips, president 
of the Palace Department Store, Spokane, Wash., declared 
that visualization had become the strength of most publicity 
and advertising. Professor Burton Janes compared windows 
to the theatre. On Tuesday afternoon Frank Bradford, of the 
Bon Marche Store, Seattle, Wash., discussed merchandising 
the show windows. The educational program of the I. A. D. 
M. was laid before the delegates at the Tuesday afternoon 
session, when L. A. Rogers, secretary of the national hody, 
disclosed its features in a speech in which he pled for a 
high standard of ethics and professional zeal. 

W. F. Sedgly, of the Owl Drug Co., San Francisco, re- 
lated the change in-drug store display now in progress and 
the tests which are being made to determine the most efficient 


‘ypes of display in this field. Depth‘of the windows had been : 


reduced, he pointed out. 
_ A live model draping contest between David Starr, of 
Seattle, and Ray Hering, of Spokane, wound up the final 
session, and the convention was concluded with the annual 
banquet held in the Marine Room of the Olympic Hotel. 


WORLD 








| 























css 








We Carry a Complete Assortment of 


HURLOCK’S CARDBOARDS 


For Immediate Delivery at Factory Prices. 


JOSEPH MAYER & CO. 


DIRECT MILL AGENTS 
25 E. 14th ST., N. Y. C. WRITE FOR COLOR CARD 

















DAVE SLOTKIN 
1970 EVERGREEN AL. CHICAGO 


QUALITY LITHOGRAPHY 


AT PRICES OF ORDINARY PRINTING 


LUTZ & SHEINKMAN, INC. 


EST. 1896 INC. 1904 
2 DUANE STREET NEW YORK CITY 
WE CARRY “ART BLOTTERS” IN STOCK 


DIRECT FROM OUR FOREIGN FACTORY, 
THUS SAVING YOU JOBBERS’ PROFITS 


1. Set of 10 Pure Red Sable Show Card Writer’s Brushes, 




















Sizes 2 to 20 ores SRN ek carey ole Fe neg ane oh aaa oid $4.40 

2. Set of 8 French Camel Hair Quills ....................... $1.85 
COMMERCIAL. TRADING CO. 

925 Broadway New York City 


All shipments sent Parcel Post and Insured at our Expense. Terms 
Money Order or C. O. D. Write to us for other items. 











Do Us the Honor of Putting Us Last 
When You Get Quotations on 


WINDOW DISPLAY FABRICS 
Then Compare! 


1123 Broadway, A. SOLOMON New York City 
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Combining Volume with Effectiveness 


Values of Clarity and Color Contrast Can Be Preserved in 
Your Product Despite Demands for Huge Output 


By C. B. SMITH 


Card Writer, Louis Saks Clothing Co., Birmingham, Ala. 


© matter what embellishment is given the 

written word, the principal purpose of the 

script or type is to supply information. In 

designing a bronze tablet, the artist shaping 

the cast would be expected to use greater 

precision than the workman who stamps the symbolic 

‘“Chi-109” on the railway telegraph pole. One is an 

enduring work of art, the other a ready guide to the 
traveler on his way to Chicago. 








HATS 


Specially Priced 
For Quick 
C/lédranct 





In turning out cards for a stretch of thirty-two 
windows, volume is the first requirement, and to this 
must be added the qualities of clear lettering and color 
contrast to command attention. We are endeavoring 
to meet these needs in the Saks store by the use of bold 
type, uniform colors in board ‘and contrast of color in 
type and borders. There is little possibility of stretcl- 
ing our accomplishments beyond this if we keep pace 
with the demands for production. 
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aressed Vacation 
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Strong Color Contrast and Bold Lettering Feature This Group of Cards Produced by Mr. Smith 
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A REMARKABLE 


Thousands of copies have been purchased by 
displaymen everywhere. If you do not have a 


copy, get yours now 


AT THIS GIVE-AWAY PRICE 


This book is a comple’e, modern and practical text and 
reference book on the subject of mercantile and display 


ion 


DRAPING 


fal A 7 
Jerome A. Koerber 





CONTENTS 


The Fundamentals of Draping. 

Fixtures—What They Are and Their 
Importance. 

How Records Are Kept in Display 
Department. 

Efficiency in Decorator’s Room. 

General Knowledge of Merchandise. 

The Structure of Drapery. 

Ornamentation of Drapery. 

Importance of Color and Color Har- 
mony. . 

A Chart of Colors and Combinations. 

Combining Colors by Use of Color 
Chart. 

Some Pertinent Advice. 

Errors to be Avoided. 

Draping Examples Illustrated and 
Described. 








While Present Edition Lasts 
The Well-Known Koerber Book 


“The Art of Draping” 


REGULAR PRICE, $3.00 





OFFER! 


draping. It covers 
the subject thor- 
oughly, comprehensively and authoritatively, and is profusely illustrated with 
diagrams, pen drawings and photographs. 


The contents of this book is a revelation, as it comprises the experiences of 
a life spent in the execution of original and artistic display settings by the 
country’s foremost draping authority. 


It is written in a way to be of equal value to the student or professional. It 
tells you just what you want to know, just how to make the popular drapes 
so essential to modern display presentation, how to handle fabrics without 
injury or soiling, goes into detail on how to proceed, shows by diagram the 
various steps, and then illustrates the finished drapes by actual window 
photographs. 


Substantial cloth binding, 128 pages—size, 742x10%. Order your copy 
now. It will prove invaluable as an instructive guide or reference book. 
Remember that the opportunities in any specialized calling depend upon 
one’s intimate knowledge of the art and skill involved therein. Draping is 
a prime essential of modern window display embellishment, whether or not 
you have availed yourself of its advantages in your own display work. 
Therefore, endeavor to learn the principles of the draping art, because you 
may be called upon at any time to incorporate it into your own work. 
Jerome A. Koerber knows his subject and imparts it intelligently, simply 
and thoroughly through his book The Art of Draping. It should be avail- 
able at all times for study and reference, and you can have your own copy 
now at half price,.only $1.50. 

Thousands of copies have been sold, and there is every reason to believe 
that this book has been instrumental in the great revival of display draping. 
Every displayman-decorator will find the ownership of this book a profit- 
able, educational and permanent investment. 


Now $1.SO Postpaid 








A copy of THE ART OF DRAPING, regular 


$5.00 value, for a limited time only, both for 


e e price $3.00, and.a year's subscription to The 
Combination Offer: DISPLAY WORLD, regular price $2.00, a total $ 3 - 0 0 





Supply is Limited 
ORDER NOW! 


ff 


SPECIAL $1.50 ORDER BLANK 





THE DISPLAY PUBLISHING CO,., 
1209 Sycamore Street, Cincinnati, Ohio. 





Publishers 


PR ee ri et Roe, nee 


1209 SYCAMORE STREET 


CINCINNATI, OHIO 


The Display Publishing Co. : at the special rate. 


Me ry Se est se So eu tad Satis 2.55% ad fisteany oh 
NOTE—Add i10c to Checks for Exchange 








Gentlemen: Enclosed find money order for $1.50 | 
for one copy of KOERBER’S ART OF DRAPING |} 
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The Retailer’s Attitude on Displays 


(Continued from page 8) 


display value is obtained. Just to show you how elemental, 
yet fundamental, such a discovery is, this display which we 
use for crowded merchandise windows where very little con- 
sideration, if any, is shown to the manufacturer’s cut-out, 
we have adopted a simple cut-out appearing to merely repre- 
sent a pyramid of packages of our product stacked in neat 
order. The display value is accentuated only by an enlarged 
Jumbo tube of our product which penetrates the pyramid 
pile. I grant you there is nothing thrilling, nor perhaps 
exceedingly original about that, and yet we have found, in 
the last several months, a golden door of opportunity opened 
to us for the distribution of this display to drug stores whose 
windows had never before been opened to us. 

I would not attempt here to try to emphasize any funda- 
mental distinction between the selling influence of the same 
window display story between, let us say, Evansville, Ind., 
and Butte, Mont., or Jacksonville, Fla. Obviously there are 
lecal conditions which do alter the buying situation locally 
in each instance. 


To a manufacturer who of necessity must standardize his 
display material, it is only possible for him to adopt one or 
two main selling motifs and make them fundamental enough 
to apply in various localities. 


As a program for the present, and as an indication of 
my belief in the future trend of window display activity, 
these three thoughts are suggested for procedure from a 
manufacturer’s standpoint: 


(1) Get a careful, thoughtful, forward-looking schedule 
and window display plan—have the entire program represent 
a definite policy with a definite objective; in other words, 
have it a part of a whole plan and not merely one individual 
item that lacks origin, sequence or destination. That will 
include, too, a determination of percentage of appropriation 
to be applied. As an example, our own company has spent 
during this year approximately ten times as much in window 
displays as the amount spent in the same work last year, and 
I assure you there is a definite policy behind all that. (I 
refuse to admit that salesmanship has had such an important 
influence on our decisions.) 


(2) Then get a “big idea.” I have said before, and I do 
not hesitate to repeat, that there is a plague of lithography 
and a famine of ideas in the field of window displays today. 
“The idea’s the thing” (to paraphrase Shakespeare) and this 


requires some straight thinking. It also calls, unequivocally,. 


for an actual, intimate knowledge of the dealers’ situation 
and the dealers’ viewpoint. 

(3) Keep a careful record of all names, addresses, etc., 
of dealers who request window display material. This list 
will grow from day to day and will become increasingly 
valuable—representing a very choice group of your own re- 
tailers who are disposed to cooperate with you. In the short 
space of eighteen months we have developed a list of this 
character which includes 30 per cent of the total number 
of retailers. 


All merchandise shown in windows falls into two classes, 


namely, that which is bought on the spur of the moment and 
that which is bought after deliberation. This means that 
the type of sales idea employed to sell one product would 
be utterly unsuited for the sale of the other. I have found 
that practically any merchandise will experience an increased 
sale if merely shown in the store window, but this merely 
suggests the golden door of opportunity that awaits the in- 
terested manufacturer, and this is the real reason for the 
development of better display material anywhere. 


In the past the tendency was to consider the show window 


merely as a device for reminding people of merchandise. The - 


first forward steps in display advertising consisted simply in 
creating atmosphere around the merchandise by such devices 
as still-life pictures, or pictures of people using the product. 
These methods were certainly very crude and obvious, but 
they tended to give further interst to the window, and, there- 
fore, tended to bring further sales increases over and above 
those created by the display of the merchandise itself. 
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But now, on analysis, you can see that that applies only 
to such items of merchandise as are bought impulsively—on 
the impulse of the moment. More sales effort and more 
argument are needed to make merchandise which is bought 
after deliberation sell at a profitable rate of turnover. In 
this group of deliberately purchased merchandise, or new 
lines of merchandise, a greater amount of copy may be 
employed than has heretofore been considered advisable in 
a medium of advertising that appealed to people who were 
on their feet and moving. 

My hat is off to those keen thinkers who discovered a 
type of window which combined poster value with enough 
dramatic interest to make people stop and look further into 
the story presented on the other side of the plate glass. Bear 
carefully in mind that the idea behind the display must be 
adapted to the particular sales qualities of the product. 

I am almost a “bug” on the question of testing anything 
where psychology plays an important part. This, you will 
see, covers the entire field of advertising endeavor. Cer- 
tainly window display should be no exception to this type of 
analysis. It is now eighteen months since we instituted a 
definite policy of testing our window display material, and 
I am glad to be able to assure you that not one bit of win- 
dow display material has gone out that has not definitely 
proved its sales value to us, at least to some definite degree, 
before it was adopted. The matter of testing displays I 
hope will be treated at greater length by others during this 
session. Too often the rules of a test are inadequate, or the 
situations surrounding the test are unfavorable to a correct 
verdict. 

Along with this “YOU” idea which I have stressed pre- 
viously, get the display that brings the prospective pur- 
chaser into the picture in some effective way. For example, 
if the display shows a home scene, make it the sort of a 
home so real that it invites you right into it, or so desirable 
that it intrigues you into dreaming your way into it. If it 
is a figure, make it one so real and interesting that anyone 
seeing it would believe that person a plausible one, a human 
one—someone you have known, or someone you have seen, 
or someone you would like to know. 


That idea is closely related to the question of art in dis- 
play. We had a clear demonstration last year at Chicago, 
admirably presented, showing beyond doubt that every human 
being reacts to art in one form or other. Color, the use of 
pigment, the use of light are merely certain phases of that 
subtle, underlying emotion that lies within everyone of us. 


The store proprietors whom I interviewed showed that 
to me beyond question. Oftentimes I would point to some 
particular display they were using and ask for their expres- 
sion of opinion regarding it. Invariably they had a reaction 
to it. Quite often it was a positive reaction that could be 
expressed as approving or emphatically disapproving. It 
isn’t necessary to go deéper than this and I am reminded 
of that famous quotation which covers the point adequately: 


“IT do not like you, Dr. Fell, 

The reason why I can not tell; 
But only this I know full well, 
I do not like you, Dr. Fell.” 


Too niggardly a policy towards art work is a very costly 
mistake. I have seen literally thousands of dollars worth 
of display material never used because it did not pass the 
artistic, unexpressed censorship of the proprietor or his 
clerk. 


As a result of my own observations and’ study, I feel 
that the plan of distribution is just as vitally important a 
factor in the adoption of a window display as the idea and 
display itself. After all, that is reasonable, is it not? What 
good is all the thinking and all the splendid lithography, if 
in the end the display does not find its way into the window 
for which it was designed? There are numerous ways 
through which distribution may be secured: (1) By adver- 
tising to the trade; (2) by offering the display by mail; 
(3) by having the salesman solicit its acceptance; (4) un- 
questionably. the finest method, though by no means the 
cheapest, by having the display installed, or by any other 
method in question; but don't just send those costly, potential, 
business-getting displays out unrequested and unsolicited. 
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SCHACK’S 
Christmas Flower Book 
Just Off the Press! 











Send for Your Copy Today! 


Let this Big Wonder Book of Christmas decora- 
This Is the Wonder “Ve suggestions contribute to the success of your 

Book of Christmas holiday displays; 24 pages of new and original 
decorative ideas reproducd in 4-color process 
printing. You will find that lowness of price is 


FREE a dominant feature. 
Send in Your Request for Schack’s Big Christmas Flower 


Book Today—It’s Free for the Asking—Ask for Book D. W. 


Schack Artificial Flower Co. 


Main Office and Factory: ° Downtown Salesroom: 
134-140 N. Robey Street Chicag O 63 E. Adams Street 








Decorations 




















New peenntien—ade Fi igures Just pees From Paris 


Now Being Used by Leading 
Paris Specialty, Millinery 
and Department Stores. 








Sixty Different Figures to Select 
from, including Popular 


WINDOW DISPLAY 
NOVELTIES 





Miniature Figures 18” to 22” 
high. Papier Mache Heads, 
hand decorated and hand mod- 
eled, with or without decorated 
Pedestals. Used by leading 
millinery departments. Baby 
Heads with real doll curls. 


Every figure and head are 
genuine artistic creations, no 
two exactly alike as to costume, 
posing or decoration. 





Be the first in your town to 
attract attention to your win- 
dows by using our imported 
novelties. 


Owing to conditions abroad, 
our importations are naturally 
limited, but new numbers are 
added as rapidly as_ possible. 
It will pay you to order NOW. 
Prices consistent with high- 
grade quality—$5 and up. These 
goods are in great demand, so 
order promptly. 


BEAUTICRAFT IMPORT CORPORATION 


23 EAST 14TH STREET Dept. D NEW YORK CITY 
Papier Mache Millinery Heads Without Stand, $5; With Stand, $6 
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Increase Your Sales / 


Through Your Window 


By Using Our Beautiful Display Materials. 


MENRA Y 


An unusually attractive Rayon Plush that will 
make the PASSER-BUY. Ask to see our MEN- 
RAY Nos. 1112, 1103, 1107, 1105. 


DUO-SHEEN 


A highly lusterized two-tone silk drapery. 


FLORAL NET 


Beautiful multicolored swirls on a background of 
invisible net. 


DI-MEN-TEEN 


A sparkling jeweled effect velvet richly decorated 
and specially attractive. 


THE ABOVE MATERIALS ARE FROM OUR 
EXCLUSIVE THEATRICAL DEPARTMET. 


Our fabrics are being handled by the largest display 
fixture dealers, who-will gladly show you our line. 


MENDELSOHN’S TEXTILE CORP. 


156 West 45th Street New York City 























SPECIALS IN 


RACKS 


No. 350—As Illustrated— 
Revolving Rack. for 
Cloaks, Suits, Dresses. 
Base weighs 42 ibs., 
Ring 30” diameter is 
66” from floor. Three-in. 
rubber tired rollers. 
Ox. copper finish. 
Each ee cae $16.00 
Arms are cold rolled 

steel. 


No. 345—Single Racks, 
Painted. 

6-ft. 8-ft. 10-ft. 
$10.00 $15.00 $16.00 
No. 345—Single Racks, 
Ox. Copper. 

6-ft. 8-ft. 10-ft. 
$13.50 $21.00 $25.00 


No. 344—Double Rack, 
Ox. Copper. 
6-ft. 8-ft. 10-ft. 
$16.00 $20.00 $22.00 


No. 344—Double Rack, 
Painted black or 
silver. 
6-ft. 8-ft. 10-ft. 
$10.00 $1500 $18.00 


Send for Complete 
Catalog G 


The 
Cincinnati Show Case 
& Display Fixture 


Works 


232-40 Main Street, 
Cincinnati, Ohio 























NOVELTIES and ODDITIES Throug 


From Here and There Shoten K 


If the mammoth“hat box which Frank Fiala constructe: 
for Thompson, Belden & Company’s millinery department 
may be taken as a guide, it is safe to assume that Omaha 





Mammoth Hat Box Constructed by Frank Fiala 7 ew 
women are singularly broadminded, for Mr. Fiala is san- Koshi Depa 
guine that it is the largest hat box in the world. It measured cially attra 
eight feet across the top and was 3 feet 6 inches high. Made is shpien 
of beaver board, painted and be-ribboned, it was a useful through the 
adjunct of the firm’s fall opening. dow cards 





Robert ( 
Co., Tampa 


The ability to divert public interest in a great personality 
to his store windows is a feat which A. W. Coates, publicity- 





Valentino Window Which Scored for A. W. Coates 


sales manager for the W. W. Mertz Co., Torrington, Conn., 
demonstrated recently when he used a cutout reproduction 
of a scene from “The Son of the Sheik,” featuring Rudolph 
Valentino as the attraction motive of a window of yard 
goods. Movie publicity featuring the noted. actor was used 
on window cards and photographs spread throughout the 
display. 
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Ware windov 
showing a be 
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A Fourth of July display in which Independence Hall in From Ro. 
Philadelphia and girls of 1776 and 1926 were shown proved number of e2 





M, H. Luber’s Unusual July Fourth Display 


Ulever 
a catchy publicity medium for The Killian Co., Cedar Rapids, of the subject 
Towa. M. H. Luber, the display manager, featured handker- the farmers of 
chiefs, using them as the decoratives for the arches which (isplay manag 


flanked the centerpiece. 
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Through the courtesy of C. Kuramoto, editor of the 
Shoten Kai, a _ retailer's magazine published in Tokio, 





SCULPTURAL 


Advertising Displays 


Made in plaster, papier- 
mache, metal, wood pulp; 
each a piece of art. 


Send for Booklet 






American 
Sculpture Company 
20 E. 42nd St, N. Y. City 


We Make Model from Description 
or Trade Mark 














Price Tickets and Display Cards 


We make them in all sizes w:th single borders, 
double borders, and with gold bevel edges. 






How a Tokio Store Goes After Tourist Trade 
Japan, we are presenting a window installed by the Mitsu- 
koshi Department Store, of Tokio. The goods shown espe- 


‘ally attract tourists, and the enterprise of the management . : ‘ : 
‘ae =e ios : Stock sizes, 6-ply white aith two borders. 
is shown in their appeal to English-speaking travelers - 


through the caption which appears on the center arch. Win- 114x2%. .75¢ per oo: oe... 90c per 100 
dow cards carry the sales message to the native buyer. | 2x3......75e per 100 5x7... $1.50 per 100 
Other Sizes to Order 
Manufactured by 
Co., Tampa, Fla., long noted for the excellence of his hard- | 

‘ yi | ne R. MARCHETTI & BRO. 


80 FOURTH AVENUE NEW YORK CITY 
SEND FOR SAMPLES 


Robert Gatliff, display manager for the Knight & Wall | 


| 











| GLASS = DISPLAY 


4. INCH THICK OR THICKER _ 
Cut In - Ovals -Oblongs - Squares - Circles 
“Fl Gdges Smooth - Ground -Polished or Beveled As Meguited | 























———> 99 Write for eS 
ANDRES PLATE GLASS G + 195 GREENWICH ST. -" 
Glass Eyes Help Gatliff to Stress Auto Goods ‘Just a Step from Hudson Tubes and Ferries” at Fulton St 




















ware windows, has given a humorous twist to speeding by i Sid Sa ev a  e lees Seen 
showing a badly battered motorist behind the bars and over- 
looking a card marked “Replacement Parts for Careless ¢ —F 
Drivers.” Below this was placed a toupe, false teeth, glass SPECIAL CHARLESTNEWTO 
eyes and other synthetic bits of anatomy. FEATURES OED geo Seater a. ie 
: : — y : FOR Waves, Fal!ing Snow, Rain, Volcanic Erup- 
From Rosetown, Saskatchewan, comes a display of a WINDOW pe fy ye _— 
number of extraordinary rope and twine knots, a utilization iene 
DISPLAY 244 West 14th St NYC. 
LIGHTING Wel. CHElsea 2171 All Hours 





























Draws or cuts ovals thousands of 
shapes and sizes from 2%” to 21” 


Guaranteed Absolutely Perfect. 
Thousands of Satisfied Users. 


$2.50 — $3.00 — $5.00 
Order from your dealer or direct. 


VICTOR H. SPILLER CO. 
53 Warren St. Boston, Mass. 















Pi ee 





mW “99% MAILING LISTS” 


Accurate—Reliablie—Guaranteed. The kind that produce busi- 











Ulever Rope Exhibit from Canada’s Prairies ness. Lists of every kind, business or individuals, compiled 
’ for your individual needs anywhere in the United States or 
ot the subject-matter in a fashion that appealed strongly to °' Canada. Catalog and information free. 
the farmers of the district. It was executed by S. M. Stubbs, NATIONAL MAILING LIST CO. 


851 W. Broad St. Newark, New Jersey 






display manager for Graham Brothers. 
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_- Display Club Chronicles i 


SAN FRANCISCO 
Reported by Milton Bornstein 

Nearly seventy-five men and women ‘attended a meeting 
of the San Francisco Display Men’s Association, held in the 
Sierra Hall of the Native Sons’ Building, Monday evening, 
September 27. 

This meeting was called to order by President Fred A. 
Gross for the express purpose of seeing and hearing the inter- 
national secretary, L. A. Rogers. Mr. Rogers gave an interest- 
ing talk on the I. A. D. M., and also showed colored slides 
of very interesting displays. 

Arthur H. Brayton, managing editor of the Dry Goods 
Merchants Trade Journal, of Des Moines, gave a very 
enthusiastic talk on display and “putting things over.” 

Billy Hon, the cartoonist, gave a talk on organization and 
brdught back memories of the old organization of 1915. Mr. 
Hon also made several sketches of the different members 
and they will appear in the bulletin. 

Mr. Gross then told of the winning of the Pacific Coast 
convention for 1927. He was elected president, and E. Q. 
Wilson, secretary and treasurer of the Pacific Coast Associa- 
tion. Following are the ones who went to Seattle and 
brought back the convention: E. Q. Wilson, Mr. Barney, E. 
M. Sanborn, Dave Smith, Mr. McBain, H. J. K. Browning, 
M. Segurria, Wm. Gallagher, Charles McLoughry and Edgar 
Lysgaard. A meeting will be held October 21, when all the 
plans for the coming dance at the Hotel Whitcomb will be 
told. 











DETROIT 
Reported by Neil McEachin 

The Detroit Display Men’s Club held a very lively meet- 
ing with plenty of spirited enthusiasm at the Hotel Statler, 
Monday evening, September 6. Charles Ely, club president, 
called the meeting to order and thirty-six members were 
present. 

In spite of the fact that Pete Bellaire, of “Himelhochs,” 
was just recovering from an operation for appendicitis, he 
didnt’ let that stop him from attending the meeting. Dis- 
playmen from other cities will remember Mr. Bellaire as an 
excellent dancer, who performed very wonderfully at the Chi- 
cago convention. 

At the request of Mr. Ely, our convention director, L. F. 
Dittmar took the chair and expressed his opinion on what he 
would like to do to make next year’s convention the best on 
record. The boys are all solidly behind Mr. Dittmar and will 
give him their entire cooperation to make the Detroit conven- 
tion a huge success. 

Mr. Dittmar at this meeting offered three prizes to the 
members offering the best suggestions for the betterment of 
the club. This month’s winners were: H. H. Weaver, of 
Clayton's, first; T. J. McCormack, of the People’s Outfitting 
Co., second, and Mr. Duey, third. 

The club will also offer prizes at each meeting to the 
member bringing up the most new members. In this way 
there is no limit to the number of displaymen who will be on 
the roll call. There will be numerous surprises for the dis- 
playmen next year at Detroit, as most everybody knows Mr. 
Dittmar is always original. See us in Detroit next June! 





OMAHA 
Reported by Frank Fiala 
The Omaha Display Men’s Club held their first luncheon 
and meeting at the Rome Hotel, Wednesday noon, September 


Before Ordering a Valance, Write 3 
BRYAN’S, Louisville, Ky. 
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15. The meetings were postponed on account of the inter- 
national convention and vacations. 

We are holding our luncheons and meets every Wednes- 
day until the next displaymen’s convention. Something real 
elaborate has been planned for Christmas, in which all stores 
will participate. The details will be disclosed in a few weeks. 





SPRINGFIELD, ILL. 
Reported by Franklin C. Schlitt 
Springfield displaymen plan to hold their first fall meet- 
ing later in October. * It is still too early to suggest the items 
which will come before this gathering, but it is likely that 
plans for the winter will be framed and preparations madc 
for a series of frequent meetings. 





OKLAHOMA CITY 
Reported by R. R. Webber 

The Oklahoma City Display Club as .a body played a 
prominent part. in the fall opening staged by the merchants oi 
the city on September 25. A magnificent array of fine win- 
dows was produced through their efforts, friendly competition 
marking the work—competition, nevertheless, free from any 
aspects of petty jealousy. While elaborate backgrounds and 
settings were much in evidence in some windows, simplicity 
was the keynote of as many others. 

Our club is built upon the foundation of helpfulness. Our 
weekly luncheon meetings consist of demonstrations, exchange 
of ideas and an occasional talk by some merchant or speaker 
of interest. These meetings are rapidly making our organiza- 
tion a recognized force in civic affairs. 

We are now planning our fall and winter program of 
dances, smokers and other entertainments. 

Harold L. Braudis, formerly of Meekins, Packard & 
Wheat, of Springfield, Mass., and R. H. White Co., of Boston, 
has assumed duties as display manager of Harry Katz, Inc., 
ladies’ ready-to-wear, succeeding Ray Young, who has gone 
to San Antonio, Texas, as manager of Washer Bros., ready- 
to-wear department. 

Fred Powers has succeeded Harry Hoile as display man- 
ager for Rorabaugh-Brown Dry Goods Co. Harry is now 
in like capacity for Pizitz Dry Goods Co., of Birmingham, Ala. 

R. R. “Dick” Webber, for the past two years advertising 
and display manager for Kaufman’s, ladies’ ready-to-wear, 
has opened an advertising and display service office. 





Ed Fraser, formerly assistant displayman at the J. 
Hudson Co., Detroit, and also display manager for the 
Ernst Kern Co., Detroit, has gone to Columbus, Ohio, to 
assume charge of displays for the Union Co. 





Joseph H. Marshall, display manager of ‘the Boersma Co., 
Chicago, Ill., won first prize in the display contest conducted 
by the Middishade Co., Philadelphia, Pa.; also first prize in 
the Edmonds shoe contest; second prize, Adler Collegiate 
clothes, and third prize, Spur ties. Mr. Marshall is surely 
stepping out. Mr. Marshall also won the grand prize at the 
recent convention of the National Association of . Retail 
Clothiers. 





J. Duncan Williams, window display specialist, Chicago, 
Ill, delivered an address, entitled “The Art of Window Dis- 
play before the Rotary Club, of Boston, at its luncheon, 
September 29. The address was well received and the dis- 
cussion which followed indicated the general interest in 
window display on the part of business men generally. At 
Boston, Mr. Williams conducted a two weeks’ course 11 
window decorating for members of the National Association 
of Retail Clothiers. 

The Hoover Co., North Canton, Ohio, announces its annual 
midwinter display competition in connection with Hoover 
Week, December 4-11. The prizes to be awarded are: $100 
for the window display which most effectively displays the 
Hoover; $85 for the next best; $70 for third place; $50 for 
each of the next five in order of merit, and $25 each for the 
following four. All Hoover: dealers are eligible. Although 
many display helps are furnished by the company, it is not 
necessary to use these to participate. 
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Installation’Problems Featured 


|’. D. A. A. Session Devoted Exclusively io lVinaow 
Display Installation Business Well Atiended 


ITH an attendance of about forty display service 
specialists from many parts of the country, the 
installation session of the W. D, A. A. conven- 
tion, New York City, Wednesday morning, Oc- 

tober 6, swung into the purpose of the meeting with an en- 
thusiasm and sincerity that won the confidence of all present. 
Samuel J. Hanick, manager the Reuben H. Donnelley Corp., 
Philadelphia, Pa., acted as chairman, and with a few brief 
hut concise remarks emphasizing the growing importance of 
the display installation business, swiftly got down to brass 
tacks. He said, in part, that the value of window display 
udvertising by national advertisers depended entirely upon the 
guaranteed use of the sometimes expensive display material, 
and that this result could be obtained only through men who 
made a business of this work. That this phase of the busi- 
ness was still in its infancy was admitted, citing this as a fore- 
cast of the greater opportunities offered those men who would 
take the business seriously, study its problems, and then 
operate their business after methods that had proven success- 
ful by other display service firms. This session, therefore, 
would prove valuable insofar as those present would freely 
give of their ideas and experiences. 





The outstanding feature of the meeting was the showing of 
a motion picture entitled, “The Art of Window Decorating,” 
by Jas. J. MacDaid, manager service department, the Dennison 
Mfg. Co., Framingham, Mass. This was the premier presen- 
tation of this motion picture, the property of the Dennison 
Mfg. Co., and showed the proper methods of handling crepe 
paper for window display. It was highly educational, and this, 
with the explanations of Mr. MacDaid, whose varied experi- 
ence in the display field has given him a keen insight into 
modern display problems, afforded one of the highlights of 
the session. It was suggested that an effort be made to have 
this motion picture presented to all meetings of retailers and 
national advertisers throughout the country. 


Miss C. Upmall, of the Reuben H. Donnelley Corp., was 
then introduced, and delivered a most complete analysis of 
the display service business, touching upon its every phase, 
and pointing out that only through the display service spe- 
cialist could the advertiser depend upon a 100 per cent show- 
ing of his display material. She said that advertisers were 
shortsighted when they looked only at the cost per installa- 
tion, as this cost is inconsequential when it results in an effec- 
tive window display, installed by expert displaymen, returning 
to the advertiser manyfold the cost involved. That a woman 
should have made such a thorough study of the problem was 
a revelation to those present, and her remarks were enthusi- 
astically received and applauded whole-heartedly. 


The chairman then called upon Clyde P. Steen, business 
manager, the Window Display Installation Bureau, Inc., Cin- 
cinnati, Ohio, to lead the question box. It was this part of 
the meeting that brought all those present into a spirit of 
unity that resulted in a most thorough discussion of window 
display problems. Some of the questions were: Is too much 
or too little display material furnished the display service 
firm; frequency of change; payment for photographs of model 
installations; best method of booking windows; winning the 
dealer’s goodwill; salvaging display material; inspection of 
installations; method of keeping records; distribution surveys 
for the advertiser; lack of product distribution; method of 
paying displaymen; average cost per installation? Sol Fisher, 
Fisher Display Service, Chicago, Ill., took a leading part in 
the discussion, as well as other well-known display service 
specialists, as E. P. Browder, Buffalo, N. Y.; M. S. Kresin, 
Washington, D. C.; Benj. Margolis, Baltimore, Md.; Walter 
G. Vosler, Cincinnati, Ohio; George Kaplan and H. M. Co- 
pellman, Boston, Mass.; H. J. Cox, New York City; Samuel 

Hanick, Philadelphia, Pa.; L. E. Kaplan, New York City, 
and others. 
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How to Make 


the Most 
of Your 
Windows 


—a complete book 


on the successful 


use of the 


Window Display. 
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TAFT’S 


Handbook 


of 


Window Display 


By 
William Nelson Taft 
Editor, Retail Ledger 


5x8, Flexible Keratol 
Binding, 


428 pages, 


207 il ustrations. 


Price $5.00 postpaid 


dere is the book you have been 
waiting for—the first real work- 
ing manual of window display 
practice—literally crammed from 
cover to cover with hundreds of 
sound, workable, 
tice ideas, kinks, plans and meth- 
sds for the practical display man. 


JUST A FEW OF THE MANY 


proved-in-prac- 


QUESTIONS ANSWERED 


—what will windows sell? 

—how can frosted windows be prevented? 
—how should contrasting colors be handled 

—how.can windows be used to stimulate Tilia? 

—how should windows of different types be lighted? 

—should the use of window and price cards be avoided? 
—what is an economical way of making Christmas candles? 
—how can motion be effectively added to a window display? 
—how can a store front or window be trade-marked? 

—what effect does light have upon the sales power of a window? 
—should bargains or higher-priced goods be featured in a window? 
—what are the .2 most important points about a window display? 


CHAPTER HEADINGS 


The Eyes (and more) 
of the Store. 

What Is a Window 
Worth? 

The 12 Most Important 
Points of a Window. 
Classification of Win- 

dow-Displays. 


. Tying the Window to 
VI. 


VII. 
VIII. 


. The Use of Window and 


the News. 
The Effective Use of 
Dealer Helps. 
The Value of Motion. 
The Use of Color in the 
Windows. 


Price Cards. 


. The Preparation of Win- 


dow and Price Cards. 


. Window Backgrounds. 
. The Selection and Care 


of Wax Figures and 
Other Accessories. 


XIII. 
XIV. 


XV. 
XVI. 


XVII. 
XVIII. 


XIX. 


XX. 
XXI. 


XXII. 
McGRAW-HILL BOOK CO., Inc., 370 Seventh Ave., New York 


Draperies. 

The Use of Real and 
Artificial Flowers 
and Foliage. 

The Window in Con- 
nection with the 
Store Front. 

Window with Rela- 


tion to Store En- 
trance. 
How the Window 


Should Be Lighted. 

The Effect of Light on 
the Sales Power of 
a Window. 

The Lighting of Small 
Store Windows and 
Stores. 

System in Connection 
with Window Work. 

How to Dress Prize- 
Winning Windows. 

Interior Displays. 





McGraw-Hill Book Co., 370 Seventh Ave., New York. 
end me for ten days’ free examination: Taft’s HANDBOOK OF 


S 
WINDOW DISPLAY, $5 00. 


in ten days or to remit for it then. 


Name of Company 


a 
i 
4 
I agree to return the book, postpaid, ; 
t 
4 


(Books sent on approval to retail purchasers in U. S. and Canada gy 


only.) 
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SALESMEN WANTED 


who are now selling for display 
fixture houses, to sell a line of orig- 
inal and exclusive fabrics direct 
from the manufacturers for window 
djsplay. Several choice territories 
now open; house has been estab- 
lished 25 years; an attractive com- 
mission arrangement. Write or call 
if in town. 


Maharam Textile Co., Inc. 


107 W. 48th St. New York City 





WANTED 
Salesmen and Representatives 


For every state and city to sell the most 
beautiful and durable miniature Electric 
Sign in existence. For show windows and 
all indoor advertising purposes. Equally 
beautiful by day or night. Jiluminated by 
¢mall tubular incandescent lamps. Cost 
of maintenance very low. Price from $25.00 
up. Very liberal commissions. Name 
territory desired. Replies will be consid- 
ered strictly confidential. 


Electronos Corporation 
218-222 West 34th St., New York City 








SALESMEN 
Wanted by a _ responsible, —well- 
established display fixture house, 
several experienced salesmen for 
choice territories, who have confi- 
dence in their ability to sell bronze 
bases and stands. Also backed up 
by a complete line of standard fix- 
tures and forms to fit every need 
and price. Prefer full-time men 
for traveling, and will also enter- 
tain part-time men for resident ter- 
ritories. Write 
DAVID SOBELS’ SONS 

143 Grand St. New York City 




















MECHANICAL 
ATTRACTION 


for Christmas toy window. 


We also have for sale 


Miniature Home 


being built by small mechan- 
ical men, $125.00. 


Address “L. S. A.,” 


Care The DISPLAY WORLD 


SPECIAL OFFER 
XMAS SHOW CARDS 


A miscellaneous assortment of the Lackner DeLuxe Ready- 
to-Letter Xmas Show Cards and Price Tickets, as advertised in 
September issue of The DISPLAY WORLD, consisting of dis- 
continued designs, but of equal beauty and excellence. _ 


10 Pale wees 3 os eS 
10 One-Half Sheets........... 
25 One-Fourth Sheets......... 
25 One-Eighth Sheets......... 
10 One-Sixteenth Sheets....... 
125 ‘Prise a iekets: .. 6. Se a. 


Cash With Order—None Sent C. O. D. 
GEO. LACKNER CO. 


23 W. Pearl Street 


£8 


sss PREPAID 


Cincinnati, Ohio 














SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care The DISPLAY WORLD 





WANTED 
Salesmen and Representatives 


Salesmen who are now selling win- 
dow display supplies to sell our well- 
established line of Silk Plushes, Silk 
Velours and other fabrics adapted 
for window display embellishment. 
Liberal commissions and territories 
will be given upon early arrange- 
ment. All answers will be considered 
strictly confidential. 


National Display Fabrics Co. 
7 West 3rd St. New York City 














Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further pai- 
ticulars and copy of new Catalog “G’”’ upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 











WINDOW TRIMMERS 
Free lance or steadily employed men de- 
siring to double their incomes; no selling 
or canvassing. Send $1 for complete de- 
tails. Write fully. 


RETAIL SERVICE COMPANY 
489 Fifth Ave. New York City 








FOR SALE 





Founders’ month display— 
15 hand-painted portraits 
of Founders of the Na- 
tion, 36 x 54 inches. Wood 
frames with raised letters, 
tablet inscription and wood 
hangers, 400 feet of cornice 
moulding by Spanjer-Janes. 
Cost $3,500.00; sell for 
$750.00. 


THE UNION CO. 
Columbus, Ohio 
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WANTED 
Salesmen selling fixtures to carry 


lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N, J. 





a well-advertised line of Va-. 


CARD WRITER 
Wanted 


Also assistant displayman who 
has had some card writing ex- 
perience; give all information 
in first letter, salary, samples of 
work, etc. Address communica- 
tions to 


HARRY W. HOILE 


Care Pizitz, Birmingham, Ala. 

















Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 


FOR SALE—There is only one Window \ 


300% TO 500% PROFIT 
Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 





POSITION WANTED BY 
A-1 DISPLAY MAN 


A man of ten years’ experience with 
the large high-grade and popular- 
priced stores; at present with best 
store in one of the largest midwest 
cities, but desires to make new con- 
nections; will consider any location 
that offers opportunities; qualified 
in all details of the display work; 
a steady, reliable man and a good 
executive; can furnish highest refer- 
ences from past and present em- 


ployers; write for further informa- 
tion; all replies strictly confidential. 


over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
peer A —s by size shoe worn. 

M. WALTERS, M’F’R. 











J. 
220 South Benton Way, Los Angeles, Cal. 


fo leaf mounted on very high grade tin 
— Send for literature, prices and free 


mples 
CONSOLIDATED SIGN LETTER CoO., 
69-Q W. Van Buren St., 


Address “H..: H.,”’ 


Care The DISPLAY WORLD 





Chicago, Ill. 




















SHOW CARD OUTFIT 


Complete with book of instructions and 
alphabets, brush, pens, colors and inks. 
Sent postpaid for $2.00. 


RETAIL SERVICE COMPANY 
489 Fifth Avenue, New York City 





QUINCY, 


WANTED 


One aggressive display man in each city 
to sell the Quincy Line of Window Dis- 
play Fixtures. Liberal commission. 


QUINCY SHOW CASE WORKS 


Forms for the Opportunity Exchange 
NOVEMBER ISSUE 
Close Thursday, November 11 
$1.50 Per Column Inch 


ILLINOIS Cash With Order 



































W.D.A.A. Meet Stabilizes Finances 


(Continued from page 7) 


Paul West, of the National Carbon Co., speaking on the 
topic, “Building a Dealer Display Program,” related the stages 
by which their display program had been worked out. Bringing 
the subject under the wing of the advertising department three 
years ago, in six months of study a plan was evolved by 
which a plan for the year was shaped. In October, 1925, the 
1926 plan had been formed, and displays had been stipulated 
for the entire year. The company’s advertising agency had 
heen of great assistance, as it was now thoroughly awake to 
the importance of displays. “Now we already have a complete 
display schedule for all of 1927.” 

Displays are now produced in sizes that are convenient not 
only for windows, but for carriage in representatives’ cars. 
The staff of 176 men has been thoroughly instructed in the 
use of the material. Displays are prorated to the salesmen, 
and the latter know how many they are to get. Additional 
interest is created by tie-ups in trade journals. 

Whenever a dealer increases his sales through displays 
the salesmen are asked to forward his testimony, and this is 
used in trade papers to encourage additional coverage. This 
program had increased the prestige of the advertising depart- 
ment and had brought order out of chaos. 

Use of the medium had enabled salesmen to meet compe- 
tition more easily, he asserted, citing an instance where dealers 
who would not consider the line had changed their front after 
being shown the display program. One salesman, rebuffed by 
six dealers, had sold five through this procedure. 

William S. Benton, of the George Batten Co., interested 
* audience deeply with an explanation of the advertising 

geney’s view of display and its relation to other media of 
ac adver tiie 

The Thursday luncheon was followed by a round- table 
discussion in which methods for obtaining the dealer’s interest 
in proposed displays was sought. W. L. Stensgaard reviewed 
the use of an album of forthcoming windows which salesmen 
used to secure attention. Frank Seaman told of winning his 
Way into the presence of a “stone-facé buyer,” showing him 
in black and white the reasons for use of a. lithographic dis- 





play program and backing up his promise with materials which 
had brought in re-orders totaling three times the original 
order. Lee Bristol stated that he was much more impressed 
hy conservatism on the part of the salesman than by all- 
inclusive claims. 

The unexpected arrival of C. K. Woodbridge, president of 
the International Advertising Association, of which the W. D. 
A. A. is a departmental, brought him an ovation, to which 
he responded with an appeal for cooperation with the 328 
advertising clubs associated with the national body. “Stick 
with them,” he urged. “Give them a program. Let them have 
information that will enable them to prepare some local speaker 
to intelligently discuss window advertising at their meetings. 
Set a day for discussion of the subject throughout the entire 
chain. Let the advertising man see what window display will 
do. Advertising is too colossal to permit any of its features 
to be overlooked.” 


Thursday afternoon saw the presentation of standard dis- 
plays on exhibit in the exposition halls and discussion of their 
fine points by their makers. Among those participating were 
Cary Percy, with a Sal Hepatica window, which advertised 
drug sundries as well as the featured specialty; the Atlantic 
Lithographing Co., with a background for Schraft bulk 
chocolates and a selling plan which moved these sweets fast 
(this involved a series of. changeable placards which kept the 
intertst of passers fresh) ; a Squibb “medicine closet” display 
by the Einson-Freeman Co.; a group of humorous “Colgate” 
Shaving .Cream panels by Snider & Black, and a Dromedary 
Date display with changeable card feature, shown by Munro 
& Harford. The convention then adjourned. 





NEWTON ADAPTS SPOTLIGHTS FOR DISPLAY 


The growing use of spotlights in numerous industries 
that have never before used them for their display win- 
dows illustrates the value that merchants generally are now 
crediting to their main outlet to the public. Sensing this 
demand through many new orders recently filled, the firm 
of Charles I. Newton, of 244 West Fourteenth Street, New 
York City, has now decided to serve the display field in the 
same complete manner that it has served the theatrical, 
stage lighting and motion picture fields for many years. 
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ATTRACTIVE LIFE-SIZE CUT-OUTS 


The newest thing in cut-outs is an attractive series of 
hand-painted figures, finished with a special lacquer treat- 
ment that insures a permanent brilliant finish. These new 
life-size, naturally colored figures have been created by J. 
R. Palmenberg’s Sons, Inc., 63-65 West Thirty-sixth Street, 





New York, and offer a smart and inexpensive medium of 
display for women’s and children’s apparel. 

“Modelettes” is the very apt name under which Palmen- 
berg will merchandise their newest offering to the trade. 
The cleverness in characterization and the specially treated 
finish of the new “Modelettes” should assure their ready 
acceptance. 


STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC. 


required by Act of Congress of August 24, 1912, of The Display World, 
published monthly at Cincinnati, Ohio for October, 1926. 

Before me, a notary public in and for the State and County afore- 
said, personally appeared Nathan Silverblatt, who, having duly been 
sworn according to law, deposes and says that he is the Secretary of 
The Display World and that the following is, to the best of his know- 
ledge and belief, a true statement of the ownership, management, 

etc., of the aforesaid publication for the date shown in the above cap- 

tion, required by the Act of August 24, 1912, enbodied in section 411, 
Postal Laws and Regulations, printed on the reverse side of this 
form, to-wit: 

1, That the 1:ames and addresses of the publisher, editor, managing 
editor, and business managers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; editor, C. R. Rogers, 
1209 Sycamore St., Cincinnati, Ohio; business manager, Nathan Silver- 
blatt, 1209 Sycamore St, Cincinnati, Ohio. 

2. That the owners are The Display Publishing Co., 1209 Sycamore 
St., Cincinnati, Ohio; H. C. Menefee, 1209 Sycamore St., Cincinnati, 
Ohio; Nathan Silverblatt, 1209 Sycamore St.,.Cincinnati, "Ohio; c. E. 
Menefee, Montgomery and ltving, Cincirinati, Ohio; Maude Menefee, 
Raymar Blvd., Cincinnati, Ohio; Louis Silverblatt, Fifth and Race Sts., 
Cincinnati, Ohio; Stella Silverblatt, 3606 Michigan Ave., Cincinnati, 
Ohio. 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages or other securities are: (If there are none so state). 
There are no bondholders, mortgagees or security holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security holder appears upon the books of the company as trustee or 
in any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association or corporation has any 
interest, direct or indirect, in the said stock, bonds, or other securi- 


ties than as so stated by him. 
NATHAN SILVERBLATT, 
(SEAL) 





Sworn to and subscribed before me this 30th day of 
September, 1926 OLIVER G. BAILEY, . 
(My commission expires July 15, 1928.) 
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Reg. U. S. Pat. Office 


THE NEW METAL APPLIQUE 


(Patents Pending) 





A new material for decorat- 
ing purposes which comes 
in sheets which can be cut 
any shape or form. To be 
applied: Lay it on the sur- 
face of any material and 
press with a hot household 
or laundry iron, which 
makes it a permanent deco- 
ration. 


Metalay Display in_ the 
Famous Fifth Avenue 
Window of Wm. Knabe 
& Co., New York City 


METALAY 


Is flexible, durable and waterproof—wonderful for sil- 
houette effects on paper and thin materials. Can be draped. 


Colored lights give gorgeous reflections on Metalay when 
used for window decorations. Metalay can be brilliantly 
colored to produce unequaled effects with special Metalay 
paint made in all standard colors. 


Get the Details About Metalay Today 


Keep abreast with the times. Write or call and our 
representative will explain in detail and show you 
samples and prices. 


PAINTEX PRopucts Corp. 


30 Irving Place New York, N. Y. 






















































